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Whatever your business language, 
WGAL-TV translates it into sales 

Channel 8 speaks the language of the people 
in its widespread multi-city market. Viewers 
listen, understand, and respond. To prove 
it, Channel 8 telecasts sales messages 
for practically any product you can name. 

WGALTV 

Channel 8 



STEINMAN STATION • Clair McCollough, Pres. 

Representative: The MEEKER Company, Inc. 
New York / Chicago / Los Angeles / San Francisco 
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Ogilvy Calls Overcommercialization 
result if Competitive Pressure, Greed 

QutSfuima oA^istwg eiaoeutive faces TV cameras 



Wtm VwiMTIte competitive pres- 
sures an the station and the greed 
«f their owners is such that we've 
stuil "With this i^wioJsa^f¥M&ati«>n 
■tmlm and uatfl the Federal Govern- 
ment — the FCC — steps In and con- 

irais ft by/ reguiMan/* 

These are the wards of David 
ptgfivf. 

The teftd of Ogilvy, Benson & 
Mather feels that "this is a very un- 
popular opinion on Madisan Avenue, 
but I hold S| and there aye a few 
Wthers who hold it on Madison Ave- 
nue. They*® hot KM> titbet" 

Tins was another oantroveisial sub- 
ject tackled by the oMsfftken adver- 
tising, executive on. WCB¥-TV'l "Eye 
on New York*' program,, broadcast last 
Tuesday -and tetiiirittalt Saturday* 
IFQJ4SOR iwM hts views on 
cigarette advertising during the same 
program before it was aired (see "Fti- 
diy « Five," March 16). 

The founder and chairman of the 
OBM; board fomd contmConmient. It 
Mi diBssipd hf other .advertising 
leaders on the same program. 

Chirties Btower, chairman of 
Vmm s ssM4 B thaf*s David's opinion, 
fie may he Tight for all I know. I 
•Jus* itefte getting the Federal Gov- 
ernment urmecessarlly Into anything 
unf U we've tried every last possibility 
of doing. athe mfm" 

paid NAB^s Gov, Leroy Collins, 
'"we .have our cades in both radi» and 
television, and these do provide cer- 
tain time Imnptiana,;, Waw H .not all 
stations subscribe to these codes. Most 
titeMte ttf &m da, .and most radio 
stations do not, at the present. But 
Where is growing interest in, and sup- 
part #f, these cadis* ^ 

*ln hxi* these cades represent the 
finest progress in fijd&ttggtatfM in, 
uie VfkaU of free enterprise in this 
country. And we art proud of the 
•t <_r eVr ; . i 

'^Thm. doiin't -nieja we're saisfied*. 
Indeedj we are not," the former Pior^ 
Sift governor continued, '"We must 
improve reflation. But it is most im- 
portant that we keep within the area 

of" sea ,\ . ittohi 

**If the Government ever moves in 
.by 'jargsferffimg afbiPafy eantrols, it 
contra! the medium. And that's 
g©Jng ; to mean that we won't have 
free television or fret broaiMsting 
any mare. When we lose that, well 



have lost a very important support 
of fret enterprise in America. 

Earlier in, the program, while com- 
menting an ittterruptive commercials 
on some forum programs, "just when 
the argument's getting hot," Ogilvy 
said, "sometimes my wife turns to roe 
during a spate of five or six commer- 
cials and says to me* "how can you 
bear to be in this business?" 

OBM is currently billing $55,7 muV 
lion, more than half of which is in 
television. 

Coofey sees AMA 
tobaccomen in 'deal' 

V¥as;hingtttn — The battle over the 
AMA's tobacco-financed $10 million 
dollar research project, and its stand 
against the need for warning labels 
an cigarettes, was resumed on the 
House floor last Week. The attack 
somes from Rep. Frank Thompson 
(0., .N.J.) and defense from Rep. 
fiatgld Caoley (IX, S.C-). Rep, Cooley 
interpreted some of Thompson's 
earlier remarks as an implication that 
tobacco-area congressmen were in a 
deal to help AMA fight Medicare, in 
exchange for AMA's support of to- 
bacco industry position, in the smok- 
ing and health question. 

Thompson said AMA "pussyfooted" 
and "weaseled" on the tobacco issue 
for a decade. Thompson said his at- 
tack Was directed not at fellow can- 
gressmen, but at the tobacco "lobby" 
which pressures them. The Npw Jtr&ey 
conpessman painted out that the 
original research proposal by Cooley 
himself was for the Government and 
the tobacco industry fa unite in re- 
search ta "fill the gaps" in connective 
proof: between smoking and cancer. 
This would have put the Government 
*'jn 4 position to give the tobacco 
industry 1 a clean bill of health." 

Thompson said tobacco's rejection 
of the proposal, and handout of the 
$10 million research job to AMA 
alone, was a shock even to Cooiey. 
Thompson insists he is fully aware 
if the roll of tobacco in the eco- 
nomies and the enjoyment of Ameri- 
can lif e, ha expects research to pro- 
vide the answers in time. But in the 
interim, Thompson urges the clu- 
tioaary label, opposing the AMA 
stand which, in effect, "encourages 
people to ignore proven dangers of 
tobacco and continue smoking." 



New RAB barometer 
measures spot billing 

New York — Closely following the 
release of its top-50 spot radio adver- 
tiser billings for 1963, RAB has put 
out a second analysis of radio billing. 

This is part of RAB's over-all effort 
to make radio a measured medium. 

SPONSOR learned Friday that the 
new service is called Business Barom- 
eter, and measures the amount of radio 
national spot billing in selected markets 
each month this year versus the same 
month last year. 

Business Barometer is available only 
to cooperating station reps and is not 
generally released. All 15 RAB; rep 
members cooperated. RAB is now 
inviting non-RAB reps to participate, 
The First Business Barometer was re- 
leased Thursday, March 2$ and 
showed dollar totals in the top 50 
markets plus all other markets in 
which cooperating reps are involved. 
Although market information was not 
released to the press it was under- 
stood that Houston showed the great- 
est gain of all measured markets on 
the first study, 

Storer stays with Nielsen 
After "Fence-Mending" 

Miami — Storer Broadcasting has 
announced it will stay with Nielsen, 
Which Company last month said it 
would cancel for its five TV stations 
because of call-letter identification 
technique currently used in Nielsen 
diary. 

Basis of fence-mending was worktd 
out at meeting between Storer and 
Nielsen officials at Chicago and New 
York, with Stortr stating it would 
wait to see what diary recommenda- 
tions come out of the Broadcast Rat- 
ing Council. 

In line with this, Nielsen will re- 
search matter under direction of com- 
mittee representing National Assn. 
of Broadcasters and Advertising Re- 
search Foundation, which will then 
make recommendations, if necessary, 
to Rating Council for further action. 

Said Storer TV v. p. Bill Michaels: 
"This evidence of good faith on their 
(Nielsen's) part satisfies us, and we 
are quite willing to leave matter in 
hands of Rating Council and NAB 
Research Committee with confidence 
that problem will be satisfactorily re- 
solved, along with others they're work- 
ing on at same time. 

"We have no desire whatsoever to 
work at Gross-purposes with either 
of the two industry committees, Mieh- 
aels concluded. 
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Pa store: revoke licenses if liquor is advertised 

Magnuson cosponsors penalty aimed at stationmen and advertisers 



Washington— WQXR's liquor ad- 
vertising deal has fired Sen. Pastore, 
Chairman of the Commerce Com- 
munications Subcommittee, to block 
all advertising of hard liquor over the 
air, and penalize both broadcaster 
and distiller who attempt it. A bill co- 
sponsored by Pastore and Sen. War- 
ren Magnuson, Commerce Commit- 
tee Chairman, will make it statutory 
violation, with possible license re- 
voke, for radio or TV station to ex- 
hibit hard liquor advertising. Dis- 
tillers will risk revoke of permit under 
the Federal Alcohol Administration 
Act. Penalties are fines from $100 to 
$1,000, and/ or sentences of six 
months to a year for offenders. 

Some foresee a test case in court, 
if enough whisky distillers should de- 
cide to break with the code of abstin- 
ence from broadcast advertising, and 
get broadcasters to join. Pastore will 

Wade to retain large slice 
of Miles pie, Kennedy says 

O. G. (Red) Kennedy, president of 
Miles Products Div., which handles 
all eonsumer products of Miles Lab- 
oratories, announced that contrary to 
printed reports, Wade Advertising will 
retain a large percentage of Miles 
billing. 

According to Kennedy, the re- 
ported agency shift affeets only the 
Alka-Seltzer aecount — total billing, 
$12 million. Wade, it is reported, will 
retain $10 million worth of Miles 
billing. 

According to Kennedy, no agency 
has been talked to yet for the Alka 
Seltzer account. He said Miles will 
not ask for speculative presentations, 
and will consider all "logical" agencies. 
These agencies need not be located in 
Chicago, he said. 

At the present time the Miles bud- 
get is 90 pereent air advertising (al- 
most exclusively TV), 10 percent 
print. 

It is reported that a decision on 
the selection of a new agency will be 
largely in Mr. Kennedy's hands. 

SAG warns members 
on Fair films 

New York — Screen Actors Guild 
Branch here has issued warning to 
members planning to perform in mo- 
tion pictures intended for exhibition 
at the coming N. Y. World's Fair. 
Guild points out rule prohibits mem- 
bers from working for any producers 
not under contract with SAG. 



sound out all aspects at hearings which 
he promises will be held soon. The 
communications subcommittee chair- 
man says advertising in print and on 
the air are two entirely different 
things, as far as impaet on the young 
is concerned. Kids and teenagers 
"have no protection" against hearing 
ads extolling hard liquor as a "fit 
product for purehase by their parents." 

The Senator is on his second bout 
with broadeast-distiller situation, af- 
ter giving both industries a chanee 
to use voluntary control in 1961. 
WQXR's recent $70,000 whisky ad- 
vertising deal, plus NAB President 
Leroy Collins' apparently vain plea to 
get the station to reconsider, plus 
rumors of distiller pressure, have de- 
cided Pastore to put the Government 
into the picture. "It appears to me 
that there is a serious determination 
to break down this self-imposed policy 
of the broadcasting industry and the 
Distillers Spirits Institute, of refusing 
to advertise hard liquor on radio and 
television." 

If Pastore makes good his legisla- 
tive strike against liquor advertising, 
the echo will surely sound down the 
eigarette advertising alley — where the 
same argument is raised against vul- 
nearability of youngsters to ads. 

Rules to ban double billing 

Washington — FCC is tired of 
warning broadcasters against double 
billing, and has decided to set rules 
against the practice. The proposed 
rules would cover not only cases in 
whieh a broadcaster fleeces a manu- 
facturer through use of double bills 
at local advertiser level — it would 
also cover eases of coop advertising 
where the manufacturer, local dealer 
and licensee are all in on the deal. 

Broadeasters who use double billing 
give loeal advertisers two bills, one for 
aetual agreed price of the time sold, 
and a larger bill for the advertiser to 
hand the manufacturer. Where the 
conspiracy is a three-way and knowl- 
edgable one, the manufacturer is 
liable under the Robinson-Patman 
Act whieh forbids discriminatory dis- 
counts, rebates or advertising allow- 
ances given to eertain dealers but not 
offered equally to all 

When FCC uncovers a double bill- 
ing case by a broadcaster, it will tip 
the Federal Trade Commission to pos- 
sible violation by the manufacturer. 
FCC warns that double billing can en- 
danger a license. Comment on pro- 
posed rulings are due by May 4, 
replies by May 19. 



What's Indecent? 
License Revoked 

Washington — The sensitive issue cjf 
program censorship has flamed again, 
with a Federal judge pounding jft 
where FCC has, to its credit, so far 
feared to tread, The case is that fif 
deejay Charlie Walker's gamier rilH 
programs, and the FCC's refusal m 
renew WDKD's license on the ground 
that the owner "deceived" the mm 
mission in refusal to admit that m 
knew about the double entendres. The 
FCC carefully refrained from basing 
the revoke direetly on the deejay's 
"vulgar, suggestive," etc. material. 

A panel of three judges on a Fed- 
eral Circuit Court here upheld the 
FCC's revoke — on the grounds of uft* 
trustworthiness of the licensee. 

But one of them, Justice Wilbur K§ 
Miller, said he wished the FCC had 
revoked the Kingstree, S. C, license 
clearly on the basis of Walker's broad- 
casts. Said Judge Miller, if it is censor- 
ship to deny renewal on the basils pjf 
indecent or profane language whieh 
eriminally violates the statute, "then I 
think censorship to that extent is not 
only permissable but required in the 
public interest." 

The American Civil Liberties Union 
does not agree. ACLU's brief entered 
as friend of the court, said that the 
FCC had not decidedi — and hfiftlf 
has anyone else — exactly what con- 
stitutes standards for indecent or off- 
color jokes. WDKD may take the case 
into higher litigation. For his partj 
deejay Walker is fighting a conviction 
on obscenity that gave him a sus- 
pended sentence for violation of the 
statute. 

'AikPT '63 operating earnings 
off $3.4 million; income record 

New York — Ameriean Broadcast- 
ing-Paramount Theatres income set 
record in '63, but operating earnings 
dipped some $3.4 million from '62 
figures, with latter principally reflect- 
ing results of 1962-'63 TV season 
during first nine months of year, ac- 
cording to President Leonard H. 
Goldenson. 

Income for AB-PT last year totaled 
$386,729,000 against '62's $379,741,- 
000, including record amount of 
$280^572,000 from Broadcasting Divi- 
sion compared with $274,523 $00 
previous year. Operating earnings lot 
'63 were $7,385,000 ($1.65) per share 
against '62's $10,757,000 ($2.41), ad- 
justed for stock dividend. Earnings* 
including capital gains, were $7,927,- 
000 ($L78), compared with $11,039,* 
000 ($2.47) in '62. 
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He's taking "LIVE" TV pictures. 



with Sylvaniifs *{fewschieF 
Tffamera and transmitter. 
It weighs 27 pounds 
and if s wireless. 

Iff nothing is too remote for "S^h 
! W-mU television .■ 

A television cameraman can climb 
a mountain, sail a boat or fly a plane, 
Ikn paraehate to earth and keep 
his audience with him, every second 
—'"lire''' wMM Newsthf&S! 

If your eamffrairtifi. aren't fterVS" 
doges,, that's all right, t0#- News- 
thief' fig transistorized . The camera 




-weighs about S pounds. The audio- 
video transmitter and its battery 
pack weigh twenty-two pounds. 

Batteries are rechargeable and 
can be changed without Interrupt- 
ing a broadcast. They power News- 
chief for line-of-sight transmission 
up to « mile* 

The camera is an adaptation of 



inia's 800 model, pioneer in a 
new series Of 80t)-line resolution 
cameras that have brought new life 
to closed -Circuit television. 

This Newschief has a tunable RF 
output, zoom lenses and through-the- 
lens^ viewfinder. Sylvania will design 
Newschief units to meet any broad- 
caster's specifications. 

From electronic component pro- 
duction to complete systems respon- 
sibility, no one says capability in T¥ 
better than Sylvan ia. 

For additional information, con- 
tact; Sylvania Commercial Elec- 
tronics, 730 Third Avenue* Dept. 
I!l, New York, N. X 10017. 
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L&mpuiet are going to 'jum 
great boon to the broadcaster 
runs his station on a quality ha? 

tt Is hardly necessary to qu 
the words, of F.D.I4. in 1933, bti 
Is amazing to aiconmer so m 
people,, so luckily in the war 
•greatest medium, who think 
siatus, will : al*>tys: be 'quo. IT 
b»id been the case, there fv 
hfvf been 110 television at all 
wag would Still live in the da 
TStdbt only. If research has u 
HUOV & i& 9 marvelous w; 
go because today our medic 
the ^1 ftatiofrtd itdsef ti*ing 
vm and newspapers have ohv 
suffered because of lack of si 
tmGswch* The radio people ai 
_gijmlug to realize that Ibis 
been one of their iwnor drawl; 
also, 

I hope that through your | 
efforts you taut eiatoirraee i 
broatkastCTs tci look at the posi- 
live aspects ui the future and, real- 
tie, that, %i~ifb true cooperation with 
agencies we will get further indi- 
vidually a nd_ 
will bj 



WHICH IS 
THE BEST-CLIPPED 

TRADE PAPER 
IN THE BUSINESS 
OF BUYING TIME? 



vIjiK>w, made his wars, 
j*Wtf«l his "public: serv- 
ifications, had been mis- 
puhlic confidence mis- 
tcsjgning after only two 
scycu-yC'ir appointment:, 
the former chairman 
t have been appointed to 
in I lie first place. I f by 
a i or, be had been ap- 
e should have become a 
nly. Then, in his first 
>, if he studied mil 
i just may havi 
ier during 
."Cn years, 
re we arc, 
tiler briglJ 
oud to si 
an Newton 
:il months, 
i con Iron tei 



destroy. 

The experts even made the mis- 
take of saying television was put- 
tine nidk 



another 
dc i 

basic print 

which 

tri 



e of the 
oadcasting, 
out of years oj 
effort, have been 
the bright young 
li seat of authority. 





"It gets thoroughly read and routed 
every 'week! Frequently 'clipped.' " 

Harold J, Beeby, Adv. Mgr. 

Miles Laboratories, Inc., Elkhart 

"I often clip articles and send them 
along to clients — since you uncover 
things we'd never know." 

John Morgan, Pres, 

John D. Morgan, Inc., Chicago 

"Scarcely an issue I don't clip two or 
three items of interest not only to my- 
self but others, in the office/' 

Dale G. Casto, VP 

BEDO, Buffalo 
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IN LOS ANGELES ft 

1,000,000 

SPANISH SPEAKING 
PEOPLE SUP THROUGH 
YOUR FINGERS WITHOUT 
THE HELP OF SPANISH 
LANGUAGE RADIO KWKW 

THIS CAPTIVE AUDIENCE 
CAN BE YOURS! 

(0 KWKW has 20 years 
experience in serving 
Q) this market! 

• Average yearly income 

— over $800,000,000 

• Automotive products 

— $72,540,000 annually 

• Food products 

— $434,700,000 annually 

• 47.5 own their own homes 

IN 1963 OVER 100 NATIONAL AND 
REGIONAL ADVERTISERS HAVE 
NOT LET THIS MARKET SLIP 
THROUGH THEIR FINGERS. 

KWKW 

SOOO WATTS 

Representatives: N.Y. — National Time Sales 
CHICAGO — National Time Sales 
LOS ANGELES— HO 5-6171 





PUBLISHER'S 

REPORT 



How creative can a group manager be? 

One of the criticisms sometimes leveled at station group opera- 
tions is that they aren't flexible enough. 

Group policies, say some critics, tend to stifle station creativity. 

If you go traveling around the country, as I do, you quickly recog- 
nize that this impression is more fancy than fact. 

I have no doubt that early in the growth of the groups the tenden- 
cy was to straight-jacket some of the local operations with rules and regu- 
lations that did more harm than good. 

And I have no doubt that there are still such situations. 

But in the main the group management recognizes differences 
between markets and the importance of encouraging individual station in- 
itiative. The best group operations have some good sound policies that all 
must abide by, but give their managers maximum opportunity to spread 
their wings. 

Recently, when KRNT Radio and KRNT-TV, Des Moines, ran 
an ad in SPONSOR titled "They laughed when we sat down and combined 
radio and television ..." I seized on it as a delightful example of free- 
wheeling management in action. 

The copy, written in warm friendly fashion, tickled my fancy. What 
impressed me most was the "man bites dog" theme — for here are a couple 
of stations that dare to give their personalities double billing on TV and 
radio and have been doing it since 1955. 

Talk to other stations and they say this is the kiss of death. Over- 
exposure is a deadly poison, in the opinion of most. 

It wasn't until I had read this absorbing ad a couple of times, 
and felt fully informed on KRNT's media mix technique which they call 
"Inter-Media Motivation" that I realized that the stations involved in this 
example of programing heresy were group operations. 

I guess I've been so used to thinking of Bob Dillon and his crew 
as independent operations that it didn't dawn on me until someone men- 
tioned it that you can be both independent and group operated. 

The KRNT duo happen to be owned by Cowles. This group owns, 
or partially owns, stations in Wichita, Minneapolis, and Memphis in addi- 
tion to Des Moines. I know all their managements. They're all strong men 
— and strong minded. I get the impression that's the breed that the for- 
ward looking headquarters boss prefers these days. 

I know that "Inter-Media Motivation" is good for the KRNT Sta- 
tions. I'm equally sure that it would be bad for many others. So much 
depends on the character of the station, the market, and the management. 

Undoubtedly there are many "man bites dog" examples. And you 
don't always have to be different to be effective. 

One thing you must have, though. That's the opportunity to be 
creative. It's good to know that enlightened group operations are adding 
to their strength by going further than just permitting their managers to 
be flexible. They're actually encouraging them. 
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with room to spare! 



American Broadcasting Company's 

^Professional Bowlers* Tour" 

has consistently ootrated competition 



We are grateful to the American Broadcasting Company for the opportunity 
to prow that professional bowlers, competing in tournaments every week 
from different cities across the country, hold exciting appeal for men,, women 
and children everywhere. 

We- ati proud because the "Professional Bowlers' Tour" has consistently 
outrated competing programs. 

PROFESSIONAL BOWLEKS ASSOCIATION 
Eddie Elias 
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The pay-off at the cash register, 
for client and broadcaster alike, 
is directly related to the broad- 
caster's marriage to the community 
he serves. 

The increasing surge of a parti- 
cular kind of news release across 
this desk indicates that, more than 
just sloganizing community service 
efforts, broadcasters are grappling 
with new techniques which will 
dramatically demonstrate such 
service. 

The results are good in many 
areas. They not only promise to get 
better — but also point to an emer- 
ging "two way street" relationship 
between station and community 
in the future. But there are no pat- 
terns to follow. It will be hard. 

One of the best explanations I 
found for this was in the speech by 
Paul Ylvisaker, director of the Ford 
Foundation's public affairs pro- 
gram, to group VV's Cleveland con- 
ference. 

"This new community we live 
in — the American metropolis of 
1963 — has no precedents," he said. 
"It is changing faster than any exec- 
utive, legislature or judge can keep 
up with it; it admits of no final 
governing code; its social particles 
are so subtly fused and transmut- 
able they can't be isolated long 
enough even to classify; and its 
future is so immediately caught up 
with its past and present that we 
don't know what tenses to use when 
describing it — except we do know 
that whatever the time, it's im- 
perfect." 

He, interestingly, also says in the 
same speech: "What is done in 
commercial programming has as 
much, if not more meaning and im- 
pact, than what is done under a pub- 
lic service label." 




'Death Valley' very alive 

Your Feb. 24 issue carried a very 
fine article on "Adman's Guide to 
Syndication," and it occurred to me 
that SPONSOR'S readers might be 
interested in knowing more about 
the oldest and most successful syn- 
dicated show in broadcasting — 
"Death Valley Days." 

This program, which started in 
1930 on radio and in 1952 made a 
successful conversion to television, 
is the only program on the air to- 
day that is owned, sponsored, and 
syndicated by its owner-advertiser. 
It is by far the oldest nationally 
aired series in the history of the 
broadcasting industry . . . and I 
hasten to emphasize it is not "an- 
other western." 

Actually, each "Death Valley 
Days" program, both in radio and 
now in TV, has been based and is 
based on historical fact. This was 
given rather impressive support re- 
cently when the National Assn. for 
the Betterment of Radio and Tele- 
vision, the severest critics the in- 
dustry has (outside of the FCC), 
gave "DVD" its award for being 
"the outstanding Americana pro- 
gram on television for the year." 

Also, "DVD" has established 
many interesting and colorful rec- 
ords in its tenure. It has employed, 
it is believed, more actors than any 
other show since the start of com- 
mercial TV, and this is true of other 
creative talent — writers and direc- 
tors — in broadcasting history. 

Robert Werden 

Publicity Manager 
20 Mule Team Products Dept. 
U. S. Borax & Chemical Corp. 

Los Angeles, Calif. 



'Romper' plaudits 

Just a note to let you know how 
pleased our organization is with 
your fine article, "Global $8 Million 



in Romper Room," in the Mar. 16 
issue of SPONSOR. Many of our 
friends at stations and agencies read 
the article and called us about it to 
express their congratulations. 

Frankly, we feel it is quite an 
honor for "Romper Room" to be 
written up in SPONSOR. Let me 
thank you in behalf of our entire 
company for this splendid story. We 
do appreciate your interest in and 
consideration of our "Romper 
Room." 

Alex Dietrich 

Director of Promotion & Publicity 
Romper Room, Inc. 
Baltimore, Mcl. 



Time for politics 

This is to advise that Benrus 
Watch Co. has purchased a one- 
half sponsorship in the pre-conven- 
tion, pre-election specials on NBC- 
TV. 

Your story in the Mar. 9 issue 
of SPONSOR, in the late-news 
"FRIDAY AT 5" section, indicated 
the sponsorship was only for one- 
quarter of the specials. 

John J, Meskil 

V. P., Director of Media 
West, Weir & Bartel, Inc. 
New York, N. Y. 

Ed Note: We weren't watching. 

Kudos From WBT 

A mild case of megalomania is 
sweeping our studios in the wake 
of the Mar. 23 Sponsor article, 
"WBT milks a good sales gimmick." 
May we re-print the story, with 
credits? 

Joseph Ji. Young 

Promotion Manager 
WBT Radio 
Charlotte, N.C. 

Ed. Note: Print away. 
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How many agencies 
crossed you off 
the list today? 



...lists you didn't even know you were on! 

Media selection has been aptly termed "the; great elimina- 
tion contest," Almost always the preliminary media list starts 
out with many more candidates than ever see a contract. 

Then they cross off all except the ones they've decided to 
call in. 

When this decision is made you usually aren't there, in person. 

But SR.DS usually is.* So with your Service-Ads in SRDS; 
YOU ARE THERE selling by helping people buy. 





43%, u4 agmtey e^etuM»ms!0^-SS'BM 
hmemstihh in cfittodf m»«Sl»g*. 




STANDARD RATE & DATA SERVICE, INC. 

The National AuthpeHj! Serving ffie Merfio-8«#mS Fcinrtittn 
C. Louty Boffhef, President and Publisher 

5201 Old Orctrard Road, Skokie, III. 60078 TOrktovm 6-.S50O 
Sales Offiee-Skokie • New York • Atlanta* LosAngeleX 
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CALENDA 



APRIL 

Exhibition of American Humor, 

preview, Summit Hotel, N.Y. (2-4). 

National Federation of Advertising 
Agencies, annual convention, Outrig- 
ger Inn, St. Petersburg, Fla. (2-6). 

Extended deadline for filing com- 
ments with FCC on UHF drop-in pro- 
posal (3). 

Financial Public Relations Assn., 
Middle Atlantic regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

Arkansas AP Broadcasters, session , 
at Little Rock (3-4). 

National Assn of TV & Radio 
Farm Directors, spring meeting, Rich- 
mond, Va. (3-5). 

Assn. of Maximum Service Tele- 
casters, meetings at Sheraton Blaek- 
stone, Chicago (4), and ninth annual 
membership meeting, Conrad Hilton, 
Chicago (5). 

Assn. for Professional Broadcasting 
Education, annual meeting, Conrad 
Hilton (4-6). 

National Assn. of Broadcasters, an- 
nual convention, Conrad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Piek-Congress Hotel, Chicago (5-8). 

Assn. of National Advertisers, west 
coast meeting, Del Monte Lodge, Peb- 
ble Beach, Calif. (5-8). 

National Assn. of Tobacco Distrib- 
utors, 32nd annual convention, Hotel 
Fontainebleau, Miami Beach (5-9). 

Financial Public Relations Assn., 
North Atlantic regional meeting, 
Schine-Tcn Eyck Hotel, Albany, N.Y. 
(6). 

National Premium Buyers Exposi- 
tion, 31st annual display, sponsored by 
Premium Advertising Assn. of Amer- 
ica, National Premium Sales Execu- 
tives, and Trading Stamp Institute of 
America, at McCormick Place, Chi- 
cago (6-9). 

Transit-Advertising Assn., annual 
meeting, Casa Blanca Inn, Scottsdale, 
Ariz. (6-9). 

Broadcast Pioneers, 23rd annual 
awards dinner, Conrad Hilton, Chi- 
cago (7). 

Boy Scout Lunch-O-Ree, annual 
fund-raising event for New York City 
area, chaired by Young & Rubicam 
president Edward L. Bond, at Waldorf- 
Astoria (8). 

Michigan AP Broadcasters Assn., 
session at Kellogg Center East Lans- 
ing (1 1). 

Alabama AP Broadcasters, meeting 
at Birmingham (11). 

Society of Motion Picture & Tele- 
vision Engineers, 95th technical con- 
ference, Ambassador Hotel, Los Ange- 
les (12-17). 

Film Producers Assn. of N. Y., 
workshop on "How effective Use and 
Distribution of Sponsored Films Can 
Help Achieve Your Marketing Goals" 
held with cooperation of Assn. of 



National Advertisers, at Plaza Hotel, 
N. Y. (14). 

Professional Photographers of Am- 
erica, deadline for entries in fourth 
National Exhibition of Advertising 
Photography, headquartered at Mil- 
waukee (15). 

Chesapeake AP Broadcasters Assn., 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Bedside Network of Veterans 
Hospital Radio & TV Guild, 16th an- 
niversary ball, New York Hilton (17). 

Radio-TV Guild of San Francisco 
State College, 14th annual radio-TV 
conference and dinner, on campus, 
S. F. (17-18). 

Financial Public Relations Assn., 
South Central regional meeting, Brown 
Palace Hotel, Denver (20). 

Associated Press, annual meeting, 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

Society of Typographic Arts, first 
annual Trademarks/ USA national re- 
trospective exhibition of American 
trademarks, symbols, and logotypes, 
Marina Towers, Chicago (opens 20). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (to 22). 

Television Bureau of Advertising, 
annual spring board of directors meet- 
ing, Greenbrier, White Sulphur 
Springs, W. Va. (22-23). 

American Assn. of Advertising 
Agencies, annual national meeting, 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters 
Assn., annual meeting, Boiling Springs, 
(24). 

Georgia AP Broadcasters' Assn., 

annual meeting, Atlanta (25). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Wometco Enterprises, annual stock- 
holders' meeting, Midway Motor 
Hotel, Flushing, N.Y., and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference, Royal York Hotel, 
Toronto (27-29). 

Society of Photographic Scientists 
& Engineers, 1964 international con- 
ference, Hotel Americana, N.Y. (27- 
May 1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., 16mm competition, Hotel Bilt- 
morc, N. Y. (20-May 2). 



American Women in Radio & Tele- 
vision, 13th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 

York Chapter's second annual new 
products conference, Hotel Delmonico, 
N.Y. (30). 

MAY 

Kansas Assn. of Radio Broadcast- 
ers, annual convention, Lassen Hotel, 
Wichita (1-2). 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

CBS-TV, annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Electronic Industries Assn.^ work- 
shop on maintainability of electronic 
equipment. Sheraton-Jefferson Hotel, 
St. Louis (5-7), 

California AP Radio-TV Assn., an- 
nual convention, San Jose (8-10). 

Pennsylvania Assn. of Broadcasters, 
annual meeting, The Inn, Buck Hill 
Falls (10-12). 

National Retail Merchants Assn., 
sales promotion division convention, 
Hotel Americana, N. Y. (10-13). 

Direct Mail Advertising Assn., di- 
rect mail institute, University of Con- 
necticut, Storrs, Conn. (10-15), Mail 
order seminar, Statler Hotel, Boston 
(12). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N. Y. (11- 
12). 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N. Y. (11-13). 

National Academy of Recording 
Arts & Sciences, dinners for Grammy 
Award winners, simultaneously held 
by its chapters in New York, Los An- 
geles, and Chicago (12). 

American TV Commercials Fes- 
tival, fifth annual awards luncheon,, 
Waldorf-Astoria (15). 

Sales & Marketing Executives-Inll., 
convention. Palmer House, Chicago 
(17-20). 

Ohio Assn. of Broadcasters, spring 
convention, Commodore Perry Hotel, 
Toledo (21-22). 

Alabama Broadcasters Assn., spring 
convention, Broadwater Beach Hotel, 
Biloxi, Miss. (21-23), 

Louisiana-Mississippi AP Broad- 
casters Assn., annual convention, 
Jackson, Miss. (22-24). 

Emmy Awards 1 6th annual telecast, 
Music Hall, Texas Pavilion, New York 
World's Fair, and the Palladium, Hol- 
lywood (25). 

Catholic Press Assn., convention, 
Penn-Sheraton, Pittsburgh (25-29). 

Visual Communications Conference 
(Art Directors Club of N. Y.), New 
York Hilton (27-28), 

American Research Merchandising 
Institute, Del Coronado, Stan Diego, 
(31 -June 6), 
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Sponsor is now published in Duluth by Ojibway Press, 
Inc. Ojibway Press, and its subsidiary Davidson Print- 
ing Company, have brought a new dimension to com- 
merce in the Duluth-Superior Super Market. Sponsor is 
Ojibway's .26£/i business publication; the Ojibway family 
of magazines now serves over 380,000 people. Thus, 
publishing has joined shipping and manufacturing to 
add extra vitality and new diversity to the Duluth- 
Superior Super Market. 

KDAL, INC. SALUTES OJIBWAY PRESS 

The growth and vision of Ojibway Press are characteris- 
tic of our commerce, our industry, our people. KDAL, 
Inc. commends Ojibway for its contribution to the good 
business that is ours and yours in the bountiful Duluth- 
Superior Super Market. 



KDAL 

A WGN STATION 

to I 



Serving 1 Million viewers in 3 
states and Canada, via Channel 3 
and 23 licensed translator stations. 



KDAL-CBS Radio-Television 3 Represented 
by Edw. Petry & Co., Inc., and in Minne- 
arpol is/St. Paul by Harry S. Hyett Co. 



MXf SUPERIOR. ..DUIUTH, HOME OF THESE OJIBWAY PUBLICATIONS I 

kATH©ii€ PROPERTY ADMINISTRATION • DfPAWTMENT STORE JOURNAL • DRIVE-IN MMMA&mtffl ■* ElISTlMWIC 
T6d«IJieAN ««AS AGE • GAS APPLIANCE MERCHANDISING • THE HEARING DEALER • HOSIERY AND UNDWfl^iAfe* 

•4^mWI^ * MAINTENANCE * INDUSTRIAL GAS • INTIMATE APPAREL * LP-GAS • MEAI * MODERN CONVERTER 
• FA HER SAtfiS * FUR FARM GUIDE BOOK m PAPER SALES CONVENTION N£WS • EFECTOS de ESCRITORIO • OP 

VftAft BOOK* SPONSOR • BROWNS DIRECTOR^ 0F AMERICAN GAS COMPANlEf « ORjVS^N QBERATOR\Sf HAWMffCiti 



The Dufuth-Superior 

Where KDAL, Ip.c, Serves 
OHB MILLION PEOPLE 



ROD & Mil MILLS GRIND TACGMITE 
AT REtER#E Ml€m E«!P«V-p'ART Of 
&Dj>0,« INVISTCQ SO FAR IN 
N. CK1WNESDTA TAGSNITt 

SJSTEM OPERATIONS G ENTER 
MIJWESGTA POWER A LLgHT COMPANY, 

BRAflLJAN &REEN QOFFEf. ARRjyiNS 
AT BULtTTH HARBOR T^MIfiAU CjW 
tO DJJlUt'H ROASTER ANORESOl-RYAN 

.EfJITOBlAL SONFERENfiE AT CgtK 
PRES& ALL 26 OJJBfAY MAfiAfl-NK ARE 
EJJITEff LN KCa-tffli 

MAM.GIWG mi METAL, OWN HEARTH, 
DULUTH WORKS, U.S. STEEL CORP. 




COMMERCIAL CRITIQUE 



| f'S gmmvimm that so many of 
the .years Outstanding new adver- 
tMftg; clfttfalgttf ate itt television. 
Last week, I nontittated four as best 
of this year Xerox, Birds. Eye, Betty 
Crocker and BQAG. This week ril 
try to select five more. 

What's the reason for rv's domi- 
mme among: the year's top eatp*- 
paigns'f I think if s because televl- 
sloii has became advertising's focal 
mmdiam- Today,, -many campaigns 
ate created first For TV, then trattsr 
lalfd to other ffleflla, It may also 
indicate that* eottttary m pubic 
opMon :j , copywriters ^ ^jgry pipage 
tieal people,; they put their" "best ef- 
forts where the most money isj 

Let's look att more of the year's, 
best campaigns. 

* Pwsmna mm* Modes' Starting 
test Oetoia»r 4 a new "brand of razor 
blades began watting same very 
br»ii mi. impeittnent advertising 
that tweaked the nose of ,ij^ giant 
competitor as it had never been 
taveafced before, 

The blade was, of Course,* ffer- 
&onna«. with commercials in which 
Mai people from all walks of life 
testified to the astonishing ftunibei 
of shffii ~g Pertonna blade had 
giyen theni s Thf- little fouih that 
gave this cwjcrp&ign its magi© was, 
of course, the '"'beep'-beep 1 ' 'sound 
effect that blocked out the names 
of competitive blades. 

Pefsottna's aim in this advertis- 
ing was simpler to register the. 'idea 
that their stainless iteel Made: gm$ 
more shaves than most consumes! 
had ever .gotten before and to regis- 
ter it mdelMy, 

The campaign quickly achieved 
that wonderful word-of -mouth, bon- 
us that few campaigns ever get. 
C o M e d La: n b and commentators 
;pteked up the *'%fep-*beep"* Mm? 
lad? Fan bttill two eomie routines 
around rfc 

Results, of the campaign have 
been, electrifying; Feraonnas share- 
of-market has Jumped to 
Sales .are up no less, than 35% 



at TV Well 



consumer demand has been so great 
that the factory is Working around 
the clock to fill orders., In just a 
few months, this campaign created 
a major new razor blade competitor. 
Agency: Benton & Bowles. 

• Kodfik Instamatic camera and 
film.: Two major photography prod- 
ucts were introduced last year, Po- 
laroid color film and Kodak Insta- 
matie. My vote for the more effec- 
tive advertising of the two goes to 
Kodak J. Walter Thompson's if 
introduction of Instamatie, in which 
a sky diver loads his camera and 
takes a, series of pictures while in 
free fall, provided one of the most 
dramatic advertising campaigns of 
the year. It was, not only dramatic^ 
it showed — without a word being 
spoken— an unbeatable demonstra- 
tion of the speed and ease of load- 
ing the camera and the simplicity 
of shooting pictures with it. 

Sales Management magazine 
called this campaign *-ih« snap 
heard round the world," Kodak ap- 
parently hoped to sell one million 
Instamaties, in 1963. Word is they're 
well ahead of schedule* and the 




VICTOR BLQEDE, executive vice 
fi'esMvkt wfi niqnagenmnt super- 
visor, has nalkd Meitmn & Bwvi.es 
hwm, SVjJT slum signing- oji a-s a: 
e-epywr-iter rtt l$Mk fe» years 

turn he mts n *4fa then w plans 

kow'dj slmffly thereafter a dir* 
tistet. 'Gmtiaufe of eke University 
q§ Mary^aitdi he 4Wff Air Farce 
"duty Mi Wottd War H. flying 33 
missions t® Stii A. f. bmnbwdmr. 



consumers 1 ' .only problem is to find 
stores With film in stock. 

* Chevrolet tracks: Vo[kswagon 
and Chevrolet eonsistenUy lead in 
imaginative automobile adve riisiing. 
The former specializes hi printi the 
latter, in i v. But for the 1963 model 
year, Cam pbcll - Ewald o u t d i d 
themselves far Chevrolet: they cre- 
ated a great new campaign for 
trucks. Their technique was to use 
tv as the great demonstrator that 
it is. 

Perhaps the best of their xv ex- 
ecutions is the egg- test in which 
they attach One basket of eggs to 
the rear wheel, another to the bed 
of the truck, itself, Over a road of 
railroad ties the truck goes. The 
eggs attached to the wheel axe 
broken to bits.; those attached to 
the truck bed arc whole. It illus- 
trates, of course, the protection the 
truck's cargo gets, regardless of the 
road, This may well be the best tv 
demonstration ever filmed. 

* Italian Swiss Colony wine: An- 
other campaign that has achieved 
the happy word-of-mouth bonus is 
Honig-Cooper & Harrington's series 
for Italian Swiss Colony wine. Magic 
ingredient in this advertising is, of 
course, '"'the little old wineraaker, 
me." 

Strategy behind this advertising 
is to promote Italian Swiss Colony 
as a unique producer of American 
wine. The fact that the company 
was founded by Swiss immigrants 
in 1SS1 is their basis for that con- 
cept. The "little old winemaker", the 
living symbol of the founders, cap- 
tures the viewer's imagination and 
makes him remember the product. 

The commercials, are reported to 
deliver about twice the recall of 
the average good commercial, and 
Italian Swiss Colony enjoyed a 10% 
ittcrease in sales — well above the 
growth of other vintners last year. 

* Goody em: In 1^63, Young 
& Rubieam made history in the tire 
business with the first of their s 'go, 
go Goodyeaf" commercials for 
Goodyear snow tires. Last year, this 
idea was expanded into, a full- 
fledged campaign for the entire line 
of fires.,. 

tf's been a smashing success. The 
unique format, which uses pictures, 
musie, super* — but no words; — was 
a genuine break through. 

Two of the best of the series 
Cafitiiimd on page 44 



Match 30, 1«4l 
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CBS affils fear Some CBS-TV affiliates are reportedly unhappy over network's refusal to 



no NFL payments 
as possible trend 



offer station compensation on airing of National Football League games* but it's 
principle of the situation they're worried about rather than revenue loss. CBS 
has already announced more and longer station breaks, which opens door for 
additional revenue for affiliates, thus placating them on thai seore. However, wor- 
ried affiliates fear CBS' cutting off of compensation payment In this instance may 
lead to similar situations in future, in other areas of programing. Issue expected 
to be major discussion point when annual CBS-TV affiliates convention is held in 
May at N.Y. 



3M grassroots push New push is on to get agencies and advertisers Co step up their 

via local stations tape— this time by the IM Company. 3M has its people making grassroots jateft 

to boost ta e u e through the more than 400 local TV stations in effort to ''teach teal advertisers 

o qos ape use (only some 15 percent which currently use tape) the advantage of tape,' T Com- 

pany also wants to "help" stations utilize their tape facilities, which -of course 
would step up use of tape. 3M's video tape sales manager points out that although 
medium is only seven years old, it's estimated that some 37 percent of all Bet* 
work programing is on tape,, as well as many commercials. Among advertisers 
using tape are Hartz Pet Foods, Chicago Tribune, Chevrolet, Rhetngolfi 3m„ 
General Electric, U.S. Rubber. Agencies particularly active in tape keiude Camp- 
bell-Ewald; Dancer-Fit^gerald-Sample; J. Walter Thompson; Leo Burnett; Foote, 
Cone & Belding; BBDO, In addition, number of local stations do- tap! Commer- 
cials for large advertisers for use on network^ such as WXY2 Detroit, which does- 
them for Ford and General Motors^ 



Local-level demand 
for color TV fare 
tops availability 



Demand for local-level eoior fare may soon outstrip available product m WP? 
stations add coloreasting to their facilities. There are presently s®m& ISO' IX S, 
stations which can telecast film in color,, including at least one in each major 
market.. Majority, of course, are NBC affiliates, although ABC boasts over 4S 
and CBS nearly 20. But only some 45 stations can originate colorcast's. Available 
syndicated color film programing is running behind color facilities' growth be- 
cause many tint network shows are still in their first-run, such as m 'Wkl$ BisMy:** 
"Bonanza" "Flintstones," and "Virginian/ 1 However, situation is better in color 
feature film field, since average of 40% -50% of movies in newer packages were 
produced in color, and have color prints available for airing. 



Advertiser takes 
some steam away 
from print critics 



Newspaper spokesmen who seek to divert ad revenue from TV by etopli 
depth of stories and "awareness" of print readership have had some wind taken out 
of their sails by Whirlpool ad director Quentin B, Carman. Pointing out that the 
quality his company looks fof when placing advertising is "The best surrounding: 
features," he said Whirlpool's new campaign is geared to Sunday comics supple- 
ments — "Just about the best read section of any newspaper*" 1 Whirlpools wMch 
last year spent some $500,000 in network TV, via Kenyan & Eekhaidt, Chicago,, 
is still firming up its '64 broadcast ad plans. 



NBC cuts trailers 
from 'Virginian' 
to hold switchers 



New trend of lengthening program time by eliminating trailers an upcoming may 
be ui making at NBC-TV. Network spokesman says plan will he instituted in 
Wednesday night * Virginian" (7:30-9), which Will carry plot to l $lS% teading 
directly into new "Wednesday night at the movies" 0A I ), except for station, 
break. One hoped-for effect: keep viewers from switching in between,, 
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Tte Umidsy siaekmaf Mie-manf ne&dlfi, SPONSORS notone iWw&RU To i fcuyer, 
SPONSOR pops out of tira pile as the most Important to, fits buy tog mix— flat 
turatw if s&up to tft» lafil of ; hrs mtoi Utti nmM the ttn&feift ilffftog: to of 
SPONSOR'S top-of-fh@-ttowsi of SPONSOR'S sigftifiean^t-of-fH«-wtws,' of SPONSOR'S 
spolttof of fronds* of SPO NSORS scouting of the future. It's all about hfoaiiastto^ 
§M WM gcftfed entirely to buying, SPONSOR , the "eifea margin" In the profession 

o< te#ntftwf 4 awrt itee selling Jo f metayer 555 Fifth Avenue, New York 17 
T'eiepnotiiK 1:12 ffiUrfapJU 
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how do you fit a grizzly into a girdle? 

You can! ... if you're willing to settle for just the hind shank. It's like ranking TV markets. You can 
take a small portion of the market by using the metro approach . . . but if you want the whole bear, 
you've got to rank by total market! Weigh these facts. More than 80% of the Charlotte WBTV Mar- 
ket is located outside the metro area, and the Charlotte TV Market contains 550,000 TV homes — 
ranking 22nd in the nation ... 1st in the Southeast! * We're not stretching the truth about our bear- 
sized market. It's a honey! 

* 1964 Sales Management. Survey of Television Markets 

CHARLOTTE 

JEFFERSON STANDARD BROADCASTING COMPANY 



20 



SPONSOR 



SPONSOR 



Adman's preview of 

NAB Convention 
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treaty topics of programing, 
elcMbrts will be recorcT size 



F. aw NAB conations nave been 
'hi*t it t ttaW if gutter in- 
dustry important! than the one 
scheduled t» mil mkhltx sight of 
Chicago's lafcefconi next weekend. 
Prosperous,, growing and maturing 
in terms of its 'position in American 
iaatSteting .and mmmskffikm in- 
dustry, the radio and TV media arc 
nevertheless. OTnfrontpd with current 
stresses and 'steams ranging, from 
pfttlfc questions of advertising ae» 
ceptability {liquor aad cigarettes] 
to industry problems of audience 
research. 

Some stations, and: their execu- 
tive! attShdlti the NAB conclave, 
have never had it sO g@od. Some, 
broadcasters from, the UHP and FM 
'fields making tie ffitk to Chicago 
hme never teal? "had it. at all But 
for the broadcasters, exhibitors, 
government officials and visiting 
admen Who Will converge on Chi- 
CagSfs Cffiirfd Hflton Hotel next 
week, there-'s. every Tikelihaod that, 
the 1 9#1 convention will be memor^ 
able. It: may not solve all the proh- 
lems confronting the industry, but it 



will have tried its best to do so. 

The convention's main agenda, 
planned carefully in past months by 
the 1564 Convention Committee of 
which Stuart Broadcasting's Richard 
W. Chapin and WJXT Jackson- 
ville's Glenn Marshall, Jr. are co- 
chairmen) will offer many high- 

light'Sv A fef! 

An "NAB FM Day' 8 program on 
Sunday, April 5 at which such vet- 
eran 'broadcasters as WWDC Wash- 
ington's Ben Strouse and NAFMB 
president James A. Schulke will re- 
port on new gains, research and 
program plans in the FM field; an 
address by Representative Oren 
Harris, chairman of the House In- 
terstate & Foreign Commerce Com- 
mittee at the April 6 afternoon 
Management Conference Assembly; 
a panel discussion dealing with "the 
future of television programing, its 
nature and its sources" on April 7, 
as a feature of the convention's tele- 
vision sessions and featuring guests 
ranging from Hubbell Robinson to 
Joseph E. ^Hercules") Levine; a 
luncheon address, the same day, by 



's E. William Henry; and 
speeches, throughout the conven- 
tion, by distinguished visitors 
ranging from TIO's Roy Danish to 
the Reverend Billy Graham. 

Paralleling the convention will be 
the annual Broadcast Engineering 
Conference, April 5-8, at which 468 
engineering delegates have already 
registered. Admen with a technical 
turn of mind won't be disappointed; 
there'll be technical papers pres- 
ented on topics as diverse as "Radio 
Automation" and "A Higher Level 
of Performance in Video Tape Re r 
cording, ?? plus what NAB describes 
as "a display of the largest exhibit 
Of commercial broadcast equipment 
ever assembled,"" 

There'll be Other sidelights to the 
NAB convention. Program buyers 
will find another "Television Film 
Exhibit" being staged by sixteen 
leadim* distributors at the nearbv 
Pick-Congress Hotel; other syndica- 
tors will be represented with ex- 
hibits and hospitality suites: at the 
main NAB centers. Such organiza- 
tions as the National Association, of 
FM Broadcasters, the Association 
for Professional Broadcasting Edu- 
cation, the Association for Maxi- 
mum Service Telecasters, network 



psafcir sfMAS mwmttim MA be CMeaga's ktkefcoM Conrad tfiffon Mate} (seen far 
left, i-eh}w} faci%g Mulligan dm. and etty landmark Gmtt Park 



affiliate groups, BM1, Institute of 
Broadcast Engineers, TV Stations, 
Inc., and the Society of Television 
Pioneers will hold meetings in Chi- 
cago. 

Following are some preview de- 
tails of special interest: 

Business, pleasure mix 

NAB hospitality suites, again com- 
bining business and pleasure, will 
offer the weary executive a dash of 
both work and fun-and-games. 

The networks (with the excep- 
tion of NBC at the Sheraton Black- 
stone Hotel), will all be located at 
NAB headquarters in the Hilton. 
Their facilities will provide a meet- 
ing ground for the many station 
executives, affiliate people, program 
syndicators and other visitors ex- 
pected to crowd the suites, which 
are rooms 1806-04 for ABC-Radio 



while 2320-25 will house the TV 
web; CBS-Radio will be located in 
2306, with suites 2305-06A-11A 
as their TV headquarters. The 
Mutual radio network has rooms 
1606A-04A. 

Among the more elaborate fun- 
and-games on tap are at Triangle's 
suite, and continuous live entertain- 
ment featuring top recording artists 
being readied by SESAC. 

Triangle Publications' "Triangle 
Inn" (suite 2300 at the Hilton) is 
a recreation of an 18th century 
British "publick house," the White 
Horse Celler at Edinburgh, Scot- 
land. The original pub was a favorite 
of Sir Walter Scott and Robert 
Burns. Triangle's inn will be fur- 
nished with appropriate artifacts of 
the period. 

Duke Ellington will be among the 
stars performing at the SESAC 




Henry 



suite, where a special studio will 
enable broadcasters to tape inter- 



NAB Agenda and Convention Highlights 



FRIDAY, APRIL 3 

National Association of FM broadcasters 

9:00 cun.-5:30 p.m. 

Meeting and Luncheon (Hilton) 



SATURDAY, APRIL 4 
ABC Radio and TV affiliates 

5:30 p.m. to finish 

Reception and dinner (Hilton) 



SUNDAY, APRIL 5 

NAB FM Day Program 

2:30-5 p.m. 

Reports from FM Radio Committee, FCC's 
Robert T. Bartley, NAFMB's James A. 
Schulke, et al. (Hilton) 
Secondary Market TV Session 
3:30-5 p.m. 

Panel session moderated by Richard W. Dudley, 
WSAU-TV Wausau, Wise. (Hilton) 
Television Film Exhibit 
4-7 p.m. 

Cocktail reception (Pick-Congress) 
CBS-TV affiliates 
6:30 p.m. to finish 

Reception and banquet (Continental) 
NBC Radio and TV affiliates 
6:30 p.m. to finish 

Reception and dinner (Hilton) 



MONDAY, APRIL 6 

TV Stations Inc. Meeting 

8:00 a.m. 

Breakfast (Sheraton Blackstone) 
General Assembly of NAB delegates 
10:30 a. m. -noon 
Management and Engineering Conferences; presenta- 
tion of NAB Distinguished Service Award to Donald 
H. McGannon, president, Group W (Hilton) 



Management Conference Luncheon 

12:30-2 p.m. 

Address: LeRoy Collins, president, NAB (Hilton) 
Management Conference Assembly 
2:30-5 p.m. 

Address: Hon. Oren Harris. Panel discussion of ''Free- 
dom & Fairness" moderated by Theodore F. Koop, 
CBS, Washington (Hilton) 

TUESDAY, APRIL 7 

Society of Television Pioneers 

8:00 a.m. 

Membership breakfast (Hilton) 
Radio Assembly 

10 a.in.-noon 

Reports on NAB Radio Board, radio research activities, 
RAB presentation (Hilton) 

Television Assembly 
9:45 a. in. -noon 

"Program Conference, '64" panel discussion, moderated 
by Steinman Stations' Clair R. McCollough, with 
Michael Dann, Richard Pack, Hubbell Robinson Jr., 
W. Robert Rich, Joseph E. Levine (Hilton) 

Management Conference Luncheon 
12:30 p.m. 

Address: Hon. E. William Henry, chairman of the 
FCC (Hilton) 

WEDNESDAY, APRIL 8 

Radio Assembly 

9:30 a.m. -noon 

Featuring panel discussion on NAB Radio Code 

(Hilton) 
General Assembly 
2:30-5 p.m. 

Featuring panel discussion moderated by William B. 
Quarton of WMT Stations & Chairman NAB Board,, 
with members of FCC (Hilton) 
Convention Reception 

5-7 p.m. 

To honor retiring and new NAB Board members 
(Hilton) 
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views with the stats onhaad for use 
oa local stations. 

Meanwhile, statioa represeata-* 
five firm§ } program producers an,* 
syadi;catois s and otter companies, 
also will have the/it h0ipitalirf suites 
as pari ef the festivities at the Con- 
vention. Am§ng rep firms maintain- 
ing suites at the Hilton ate- Weary I, 
Chiistah George P. Hohinghery?; 
Miel.er, Veaard, Torbet & Mc~ 
Gflanell, arid Young} hasting at the 
Executive House are Katz, Gill- 
Perca, and Spot Time Salem At the 
Sherttoa. Blaekstone are A^ery-. 
Enod.fi John Blair, Harrington, 
Rightet 1: Parsons, and Peters* 
Qfiffia, Woodward, with Select 
.Station Representatives maiatain- 
rag Us rooms at the Ghicajp Shera- 
ton, Jatfc Masla is hosting at* the 
Pad East Motel and Bernard 
Howard at the Pick-Congress, scene 
of the TFE gathering. 

SyndScators in fail force will be 
holding down hospitality suites at 
various hotels ground the "Windy 
City." Same of thera are; 

abc :HJa% MCA-tv, mgm- 
T¥ aad -Charles Michelson at the 
Hilton* Storer Pr:ograais at the 
Executive Housii Desilft Sales 
(#omplere with Ptey&oy Club lj«n- 
sasafii at 'the PicMJoagresSi tad 
Embassy Pictures has its. -suite- at 
the Comineatai Hotel, 



With .the recent addition of National 
Telefilm Associates,,, TFE-64 will 
be 14 eihibitors strong, two less 

(to* M fi 1964 
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than the 18 indie syadicators who 
participated last year. Missing this 
year: MGM-TV and ITC MGM 
chose to stage their exhibits at the 
Hilton, while ITC will not have a 
Suite at the convention this year. 

Festivities will kick off the after- 
noon of April 5 on the fourth floor 
of the Pick-Congress,, One block 
from NAB activities at the Hilton. 
The exhibit will end with the close 
of the NAB convention on April 8, 

Plans for this year's exhibition 
have been finalized by an executive 
oooiMftee composed of cor-chairmen 
Richard Carlton of Trans-Lux and 
Alan Siiverbach of 20th Century- 
Fox TV, aad committee members 
Lea Firestone of Four Star Distribu- 
tion Corp,, United Artist TV's Barry 
Lawrence, and Harvey Victor of 
Jayar'k Films. 

Among the continuing programs, 
feature film packages, and specials, 
a goodly quantity of recent and new 
product, some of it available for 
the first time, will be on exhibit. 
Highlights: 

Cavalcade of the 60's Group III 
Consisting of 1 7 features, mostly re- 
leased in 1962 and 1961, as well as 
Bob Hope Features (three in color) 
will be among the newer product 
from Allied Artists TV Corp. 

Fresh from four years on CBS- 
TV and now available for syndica- 
tion is, Mmff® •£&.,; a Screen Gems, 
entry info the syndi market. Also 
on exhibition for the first time will 
be Seven Arts' four Universal film 
packages, composing Fttms of the 
— VMunm'9, in addition to the 
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firm's second series of concerts en- 
titled Boston Symphony Orchestra. 

A package of three features for 
TV distribution under the broad 
title Three for the Money, derived 
from The Untouchables TV series, 
Will be Desilu's contribution to the 
new product total, while Four Star 
Distribution Corp. will be syndicat- 
ing for the first time its Ensign 0'- 
Toole seagoing comedy series last 
seen on NBC-TV* King Features 
Syndicate has added to its Popeye 
cartoon series and now has 220 
available. Biography II, from Offi* 
cial Films, with Mike Wallace 
again narrating, complements the 
first series of lives of famous people 
again available first run for local 
markets. 

Other new programs and features 
at TFE are: Mack and Myer for 
Hire, The Mighty Hercules, and 
Guest Shot, all from Trans-Lux 
Corp.; Dobie Gillis, Century II (46 
features) and War io End All Wars 
documentary from 20th Century- 
Fox TV; while United Artists TV 
will be showing for the first time 
the New Phil Silvers Show, George 
C. Scott in East Side/West Side, 
the hew British-produeed Htm an 
Jungle, Stoney Burke, aad David 
Wolper Specials (Group IX), 

Although not members of TFE, 
MCA TV and MGM-TV both will 
have their aew syndication products 
at the NAB convention. New on 
view Will be MCA 3 s Tales of Wells 
Fargo and Leave It m Beaver, while 
MGM-TV will be showing Zero 
0ne for the first time. ■ 

m 
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TVQ takes look at Shaver 

Is electric-shaver money working at top efficiency on 
net work TV? Hirsute crowd votes for shows, brands 



Electric shavers, a market with 
better than a $6-million stake in 
TV, may be missing some efficient 
buying opportunities in its biggest 
ad medium, network television. At 
the same time, some brands are tak- 
ing full advantage of chances to win 
the viewer who uses the product 
most. 

These are only quick observations 
from an analysis of the electric- 
shaver market by TvQ, the Home 
Testing Institute's qualitative TV 
service that measures attitudes of a 
national panel from its base in Man- 
hasset, N.Y. 

The electric-shaver analysis is 
taken from TvQ's second report of 
last October. It is an industry-size 
example of market-targeting uses 
of the data TvQ collects from its 
total national panel of 20,000 fami- 
lies. 

Representing only one portion of 
a special "shaving needs" question 
that TvQ asked its panel last Octo- 
ber, this is what TvQ came up with 
for electric shavers covering network 



evening viewing for the period up to 
Oct. 12. (At the same time, TvQ 
queried male panelists on shaving 
cream use — regular or menthol — 
and blades — regular or stainless. 
While part of the total market pic- 
ture in shaving, they are omitted 
from this electric-shaver analysis.) 

Brand figures in the shaver mar- 
ket study are "use" figures, reflect- 
ing equipment used at present in 
panel homes. They do not neces- 
sarily bear any relationship to cur- 
rent sales. Interestingly enough, 
however, they do follow closely the 
pattern of a market report by spon- 
sor in the summer of 1962 which 
clocked in the brands this way, in 
order of sales: Norelco, Remington, 
Schick, Sunbeam, and others. Since 
that time, Ronson has become a 
strong "others" contender, and all 
the brands have applied aggressive 
advertising pressure to expand a 
market then estimated to be hitting 
7 million in yearly unit sales. Only 
two brands are included in the TvQ 
market analysis, because only these 



two came in above the researcher's 
sample floor of 100, although the 
others showed up significantly. 

In a TV year that saw roughly 
$6.5 million in gross estimated bill- 
ing to shavers (Television Bureau 
of Advertising is collecting final. 
1963 reports from researchers 
now), the average ad dollar went 
two-thirds to network and a third to 
spot. Remington, the top TV 
spender, put slightly more into spot, 
however. Sunbeam was the net^ 
works' biggest electric-shaver cus- 
tomer, spending its millions four- 
teen-to-one for network time over | 
spot, and beginning to show the 
cordless shaver along with plug-in 
models. Ronson was absent from 
network TV last year, although it 
had been in with a relatively small 
budget the year before. ' 

For each unit sale, electric shav- , 
ers are spending a good part of a I 
dollar in TV. TvQ's analysis of view- j 
ing attitudes of 683 shaving males 
offers indications of how well these i 
per-unit budgets are being spent. 

Network tv has been the predom- 
inant medium in shaver ad budgets . 
for some time, and together spot J; 
and network TV take nearly two- 1 
thirds of the typical ad dollar for 
shavers. Since shavers have a long 
life-span, young men and teens car- 
ry industry hopes for expanding 
sales. Although upper-income famU i 
lies have been prime customers in 
past years, the TvQ electric-shaver 
users are distributed through all i 
income brackets in almost exactly i 
the same proportions as men in I 
general. They are by no means un* 
duly concentrated in the upper in- 
come families, and perhaps any 
shaver advertisers who have been 
aiming at the upper income groups 
should consider changing their f 
strategy. I 

Uses of the TvQ market data are 
varied, depending on campaign stra- 
tegy. The most obvious use is to see \ 
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Table IA 








Number 


% 


Males 12 years & over 


789 


100 


Shavers 


683 


87 


Non-shavers 


106 


13 


Table IB 








Number 


% 


Shavers 


683 


100 


Electric-shaver users 


326 


48 


All other shavers 


357 


52 


Table II 








Number 


% 


Electric-shaver users 


326 


100 


Light 


106 


33 


Heavy 


220 


67 


Table 11$ shows 48% of the shaving 


audience using electric 


shavers, 


leaving a sizeable potential. Table II 


shows that electric-shav 


er users 


tend to heavy use (seven or more times a week). Source: Oct. II 1963 



Tv Q. 
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Norelco and Remington lead viewer acceptance in TVQ market study. Ronson {not 
in network but a spot TV advertiser) shows up significantly in panel use, coming in be- 
hind Schick and Sunbeam, each of which invests both in network and spot. Sunbeam 
was the tending shaver customer on the TV networks in 1963. 



what the male market likes On Tv, 
narrowing it to heavy beards and 
to brand users-' tv preferences. 
From this kind of data, an advertiser 
can see how his own show does with 
hit established market with others 
who may represent his potential. 

The heavy-vs. -light shaver col- 
umns show where to aim for the fre- 
quent shaver. As it turned out last 
fall, electric-shaver users represent- 
ed 48% of males; 12 and over who 
shaved. Of the mechanized shaving 
crowd, two-thirds were men who 
shave daily or more often. (See 
Tables IA ? IB, and II.) 

Table III shows Westerns are the 
surest way to rope and tie the male 
audience, at all grades of beard 
growth and electric-shaver loyalty. 
Nat quite so predictably, all males 
above the age of 1 1 seem to like the 
evening, child- family-appeal shows 
fQismey, Ftims&nes, Lgssie) next 
best. Electric^shaver users, however, 
give a second-place tie vote to quiz- 
audience shows and general variety, 
as do the heavy shavers in this 
audience. 

Bonanza's long leadership of 
Top 10 preferences (Table IV) 
bears out the Western trend, but 
this ranking, both for males and 
electric-shaver Users, gives more 
weight to comedy than is apparent 
in Table III. Shows that do better 
with electric-shaver users than with 
the general male audience include 
Lmmsnm Welk, who ranks fourth 
and fifth in three of these columns 
(bottom, Table IV). Since Welk 
looks like a fairly efficient buy for 
this market, it is not surprising that 
one of this show's sponsors, J. B. 
William?, makes several accessory 
shaving products. 

Of nine network shows used by 
the top two shavers in last fall's 
panel (Table V), only Amkide 
and Perry Mmm appear in the 
shaver user's Top 10 favorite rank- 
ing., interpretations, of course, are 



limitless, but an obvious one is that 
low-scoring razor shows may be 
missing their real mark. 

How one shaver sponsor could 
do as well, or slightly better, assum- 
ing that acceptance by heavy shavers 
is a goal, is shown in Comparison 
A of Table VI. This shows Fight 
of the Week exceeding Burke's Law 
(Remington show) in heavy shaver 
acceptance. On the other hand, Nor- 
elco (Comparison B) is doing bet- 
ter in terms of acceptance by its 
established users on the Perry Ma- 
son, Show than in another program 
that equals Mason: in audience, 
probably a gauge of advertising ef- 
fectiveness. In the broader electric- 
shaver using audience, Norelco has 
nearly an equal acceptance lead over 
another show arbitrarily picked 
from those with audiences equal to 
Rawhide's last fall (Comparison C). 
These comparisons are offered only 
as examples of what can be done 
with the data, 



Basic to use of the TvQ data: 1) 
an understanding of the scores, and 
2) acceptance of TvQ's thesis that 
favorable program opinion by the 
viewer is positively related a) to TV 
advertising effectivness, and b) to 
regular viewing. On the latter point, 
Henry Brenner, president of the 
Home Testing Institute, has a num- 
ber of studies by his own firm, by 
scholars and by advertising agen- 
cies here and abroad showing that 
viewer attitude relates directly to 
commercial receptiveness and to 
regular viewing. 

As for understanding TvQ scores,, 
the "percent favorite" is the propor- 
tion of all respondents who call a 
show "one of my favorites," The 
percent favorite score differs from 
TvQ's regular "Q" score in that the 
latter measures only individuals 
familiar with the program. The Q 
gauges appeal in relation to total 
shows on the air and bears no strict 
relationship to viewing. Thus, the 
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NEW SHOW. ...NEW LINE 
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Nemr Befiore So Many New RCA Products 
f$f Broadcaster s — at One NAB! 

TM§. fa the fkow that is— the show at wfatcli RCA will set a new took 
in broadcast equipment for the years ahead ! At NAB you will see all 
these lew ecjuiprjtefiiS; in operation— where you can examine them to 
your hearts content! 'This will be KCA's biggest NAB show, and the 
best of ail* It will feature a Eull line of the molt truly new equipments 
ysMahte seen in mmy fmm . . 
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did three compact 
•-gits "These are .all 
S^C@mf»a:lSfelg pnd 
ecord ;, nd playback 
playaaidconly^L, 



and a, honey of a little mobile unit for twe an, location 

'M^t'jmSt One,, bis t ftiee brand ne'w FM^ transmitters « < - 
a Skkw, % l§*kw> and. a SfJ^km Bach, is -completely new 
» ,< . nsiW' t&etiftrjfc HH l s|:ylih;g| new ease; of operation ! 
Herein an advanced goncepl in FM tea ■ -~ — 
■ 

the finest fa sound, 

An dM-Ms»Mmfi^ 0HF TmmtmiM&m! 

frtijuency ffetfojri went on she air a decade ago !• Three 
branx!. new tlHF transmitters with eye-level controls', 
easf^to^reaid meters^ new steel/blue color. There's* a. 
3©-iw, a I£l-k» and a f^kw... The M-kw is the only 
HHP transmitter with vapor eaaleTd, ls»g*life integral- 
«mhf klystrons,, They're afl ready for remote eantr ol. 



Fiere you wtH see brilliant new live and film color 
earners thai mU contribute a iqUalitf dimension to 
--' • 4 . These art «r»tmr.rt : 5EPd F->h'- 
iized cameras- A 4th channel is added for better mona<- 
chrome sjgnafa and for cheeper , more detailed color 
pimures. 

An all-new del»xe teansistorfeed camera for "blaek and 
white" ;film pick-up. Stabilized and completely auto- 
mated, it needs no attention - , , , iises space saving 
plfff-ln circuit modules. It's an ideal companion for 'the 
new TP-66 16 mm film profector. This combination is 
3d to provide the finest, picture .quality with the 



That Ltj3ok-Akea4 Ln&k in Stereo Equipments!; 
Transistorized,, reel-type and cartridge tape recorders 
. . * transcription turntable and dual channel audio 
eonsolette. Far monaural or stereo operation. Both rack 
and console mauntings are available. All represent the 
new look in styling^ They l re all designed for the full- 
fidelity requirements of stereo broadcasting, 
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Table III 



THE KIND OF SHOWS ELECTRIC-SHAVER USERS 


LIKE— AVERAGE 


PERCENT 


FAVORITES 






Total 


Electric 


Shaving frequency* 


Brand of shaver 




males 12 & up shaver users 


lioht 

iigm 


neavy 


i ore ico 


| f J'! fit , | . f|4 

ixeiinngi 






< / c>y) 




H06t 




^ 1 xfyf 


M041 


Program type 
















rBrackets* TViiiiihpr of cvpnpn** show^ in onrli 


category] 














Child — family appeal 


[ 3] 


23 


15 


17 


13 


16 


12 


Comedy 


[21] 


15 


11 


13 


10 


11 


12 


Dramatic anthology 


[ 3] 


11 


10 


11 


9 


8 


10 


Drama-series 


[12] 


12 


10 


11 


10 


11 


10 


Mystery, suspense, adventure 


[12] 


15 


11 


13 


10 


13 


11 


News analysis, documentary 


[ 6] 




11 


8 


12 


11 


10 


Quiz, audience participation 


[ 6] 


16 


16 


15 


17 




1 c 

1 3 


Variety-general 


[10] 


15 


16 


13 


17 


15 


14 


Variety-musical 


[ 6] 


13 


13 


11 


15 


14 


12 


Westerns 


[ 8] 


26 


23 


26 


22 


27 


22 


Average evening program** 


[92] 


15 


13 


14 


13 


14 


13 


(TvQ urges caution in evaluating product groups with 


fewer than 


200 respondents.) 








* Light: Six times a week or less 
















Heavy: Seven times a week or more 
















** Miscellaneous programs and news 


reports not separately listed are in 


eluded in the overall average. 





Source: Oct. II 1963 TvQ. 
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favorite score reflects the number 
of people preferring programs at a 
specific point in time. The Q score 
indicates how much inherent appeal 



or drawing power a program has. 
For new shows with growing famili- 
arity the TvQ indicates the potential 
for success. For shows with estab- 



lished familiarity, the Q indicates 
potential for success. For shows 
with established familiarity, it ex- 
plains whether ratings accrue from 
genuine interest or rather by default 
(e.g., the best of possibly poor 
selection available, or choice of 
some other person in the family, or 
another negative choice). 

In TvQ's qualitative scoring, in- 
terviewees rate programs as 1) one 
of my favorites, 2) very good, 3) 
good, 4) fair, 5) poor, or 6) have 
never seen. If, of 1,000 respondents, 
220, or 22% say they have never 
seen a program, then the remaining 
780, or 78%, are familiar with it. 
If, of 1,000, 210, or 21% say the 
program is "one of my favorites,'* 
then the percent favorite is 21%. 
(The Q is found by dividing fami- 
liars into favorites, yielding a gen- 
eral-appeal score.) 

Advertiser clients who use this 
kind of data from TvQ include 
Humble Oil, Proctor & Gamble, 
General Motors and Ralston-Purina, 
a group estimated to be spending 
nearly $200 million a year in tv. 
Other clients are the three networks, 
major advertising agencies, and sev- 
eral producers. TvQ general market 
analyses are issued from time to 
time. One about aluminum foil was 
summarized in sponsor Jan. 7„ 
1963. 
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Table VI 1 

REACHING SHAVER MARKET OBJECTIVES: j 

SOME COMPARISONS OF RATINGS VS. TvQ MARKET ELEMENTS § 

COMPARISON A 1 



Burke's Law 
Fight of the Week 
COMPARISON B 



National 

rating 

index 

"Too 

41 



Percent 
favorites — 
heavy shavers 
(220) 



Perry Mason 
Danny Thomas 
COMPARISON C 



100 
100 



Rawhide 

Greatest Show on Earth 



100 
100 



12 
14 

Percent 
favorites — 
Norelco users 
(109) 

27 

13 

Percent 
favorites — 
electric shaver users 
(326) 

24 

16 



Ratings are arbitrarily indexed at 100 for the higher show of each comparison. 
Each pair places a shaver show (top line) beside one with some point of com- 
parability, whether audience (rating) or attitude (percent favorite). Assuming 
the percent-favorite score means regular viewing and commercial receptiveness, 
as is demonstrated in studies by TvQ and others, a low-audience show could 
still represent an efficient shaver buy, as suggested in Comparison A. 
Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll Illlllllllllll Illlllllllllll 
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Table IV 

TOP TEN WWW FOR MALES 12 & OH AND ELECTRIC SHAVER USERS 

OCT 1963 TvQ 

TOTAL 

Mates 12-f Frequency of Shaving BRANX> USED 

Heavy Tot. Elec. Users JN«rele» Remington 



(789) (106) 

i Fm. Rank % Fav, Rank % Fay. Rank % Fav, Rank % Fav. Rank % 'Eav. Rank 



Bonanza 

Bwerly Hlllhillie* 
RlflSkWton 
Gtmsnioke 
Andy Griliith 

"Wagon Train 

Cwifeat 

.DlM^y 

CffitiM Camera 
JRawhM© 
Saturday- Mnvfes 



45 


1 


43 


2 


40 


1 


41 


1 


44 


1 


38 


1 




44 


2 


44 


1 


32 


w 


36 


2 


43 


2 


36 


2 




40 


3 


33 


i 


37 




36 


2 


41 


3 


32 


5 




35 
32 


4 


36 


3 


35 


3 


35 


4 


39 


4 


33 


4 




I 


31 


6 


28 


6 


29 


6 


28 


8 


35 


3 




32 




28 


■ 


28 


6 


28 


7 


32 


7 


28 


6 




m 




3-"4- 


4 


19 


19 


24 


11 


27 


10 


17 


19 




30 


8 


25 


10 


20 


18 


22 


15 


24 


16 


18 


18 




29 


9 


25 


10 


25 


9 


25 


8 


28 


8 


21 


14 




28 


10 


26 


9 


23 


12 


24 


11 


35 


6 


22 


12 




28 


10 


25 


10 


25 


9 


25 


8 


26 


13 


23 


10 
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% (Rank! 


% (Bank) 




% (Rank) 


% (Rank) 


% (Rank) 
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Welk 


34(4) 


Dillon 


30(7). 


Welk 


31(5) 


Welk 


36(5) V. Dyke 


27(7) 








Mitch 


26(8) 


Mi Hale 


mm 


Dillon 


25(8) 


Perry 




is t w -s : m • 








Dick 








Mason 


27(10) Dillon 


24(9) 








V. Dyke 25(9) 


Welk 


25(10) 






Mitch 


27(10) Welk 


23(U0) 





1 ; *^a i nked hy Yemeni Favorites 
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Table V 

PROGRAMS ADVERTISING TWO ELECTRIC-SHAVER BRANDS: 
PERCENT FAVORITE, SCORES AND RANK AMONG ALL EVENING NETWORK SHOWS 

Oct. II 19363 TvQ 



haver users 

(326) 
■% Fa*..Rank * 



Shaving frequency 
light heavy 
(106) (220J 
% Fav .Rank * '% Pav 4 Rank * 



Brand of shaver used 
Norelco Remington 

£N| (104) 
% Fav.Rank * % Fav.Rank 



= Arrest & Trial 



g (Reraingti 
H Rurkp's Law 
1 (Remington) 
.1 CBS Rftporte 
1 (Norelco) 
|j The Fugitive. 

1 " ' 11 " ': " : 

J MicHale^ Na-vy 

J ' -flftwfcgton)'; " 

g The jVurses 

§ (Koreto) 

^ Outer Lintits 

1 ^lllwningtowl ' 

g, Perry Mason, 
j (HttRetooi "' 
■ RfWhide 



10 48 [6] 9 60 1121 11 45 j 5] 12 46 [ 5] 

8 69 [1SJ 12 38 I 51 5 74 [IF] 11 50 [ 6] 

17 21 11 46 19 19 14 37 

10 48 [ 6] 10 m [ f 1 10 50 [ &] 15 33 [ 3] 



19 W 

9; m 



25 10 



12 



16 29 



17 28 

n, so 



9 58 [ 9] 

3 82 |251 

17 19 

6 70* [15] 

21 14 



59 [12| 11 46 ft) 



7 62 P, 50 10 54 

7 #3 [111 H 411 [ 4J 5' 75 ,[191 



12 15 

U 11 



f| 16 

;M 9 



22 15 



23, 12 



27' 10 

35 6 



22 12 
22 12 



H '(Nfireteo); 

g * N*W-show ranking in teackels,. Of total 91 shows in study, 3:5 were new, and separate; new-show rank is jijcludeiJ to give 

j§ fairer jffieture of their progress after initial broadcasts, 
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Report on 

DOHERTY REPORTS 

Comparison shows that annually published forecasts 
are an accurate compass to actual advertising facts 



Total advertising expenditures 
in television will reach $2. 1 bil- 
lion in 1963. 

So said Richard P. Doherty as he 
wrote his first exclusive business 
forecast for sponsor in its June 28, 
1958, issue. His five-year projection 
of gross revenues to the $2.1 -billion 
mark meant that TV would have to 
outgrow — by more than two-thirds 
— its then-record volume. 

Did it come to pass? Final statis- 
tics for 1963 still aren't in, of course. 
But preliminary estimates now indi- 
cate that Doherty was right on the 
button. Television advertising for 




Richard P. Doherty 



1963 will indeed have reached the 
$2.1 -billion level when all results 
are tabbed, thus accounting for an 
enormous 16.2% of the total adver- 
tising take. 

With that, it seems appropriate to 
take a glance at some of the other 
forecasts and predictions Doherty 
has made in the intervening years. 
Among them: 

• A 1960 prediction that a gen- 
eral business recession would de- 
velop during the last half of the 
year. Unhappily, it happened. 

• The subsequent 1961 forecast 
that the recession would begin to 
work itself out, come spring — as it 
did. 

• A 1962 augery that the 12- 
month period would really be "The 
year of broad economic recovery." 
By year's end, nearly every major 
business index showed a 4-6% rise. 

In line with such annual fore- 
casts, Doherty this year predicts that 
both radio and TV could fall short 
of normally expected growth if the 
FCC takes any of three possible 
steps: (1) the imposition of un- 
sound restrictions upon acceptable 
amounts of commercial time; (2) 
the exactment of tighter program 
standards; or (3) the development 
of an "anti-concentration-of-con- 
trol" campaign against networks 
and multiple-station ownership, 
without full regard to their broad 
audience service in the public in- 
terest. 

The 1960 Story 

As long as four years ago, in the 
Jan. 2, 1960, sponsor, Doherty 
predicted that, for the following 
year, radio advertising would reach 
a $714-million gross, while TV 



would rise to $1.65 billion. At the 
same time, he predicted that broad- 
cast media combined — both tv and 
radio — would reach $3 billion by 
1963. 

The results: Radio advertising ac- 
tually reached $695 million, figure 
just 3% below his prediction. Tele- 
vision's rise to $1,615 billion was 
only 2% under the predicted level. 
And now the most current estimates 
for radio and tv outlays during 
1963 show that slightly more than 
$2.9 billion were spent in the in- 
dustry. 

The 1961 Story 

As the Jan. 2, 1961, issue was 
written, the general business reces- 
sion was still in progress and the 
future, uncertain. As a former NAB 
vice president now specializing in 
station economics and as a one-time 
professor at Boston University, Do- 
herty foresaw the beginning of re- 
covery during the spring quarter and 
a general business improvement 
throughout the remainder of the 
year. The Gross National Product, 
industrial production and other eco- 
nomic indicators all obligingly fell 
in line with his prognosis. 

What were his dollar-results? 

His forecast of $695 million for 
1961 radio advertising proved to be 
the exact results for the year — i.e., 
$695 million. 

For television, his prediction of 
$1,700 million worked out to be 
within 5% of the achieved total, 
$1,615 million. As expected, tv 
advertising advanced during the pe- 
riod, but at a lower rate than he had 
assumed. 

In fact, television's growth rate 
for 1961 was the smallest annual 
percentage rise in over a decade. 
This diminished growth was due, in 
part, to the lag of all media ad- 
vertising, but Doherty also believes 
that "vast wasteland" and related 
criticism, which erupted during the 
year, had a definitely adverse ef- 
fect upon the advertising growth 
rate during 1961 and into 1962. 

For total advertising, Doherty 
saw 1961 as a year when "all media 
advertising (local and national) 
would make little or no change from 
the 1960 level, "Final results 
showed that all media advertising 
decreased fractionally during 1961 
by approximately seven-tenths of 
one per cent — with both local and 



30 



SPONSOR 



frew/ their respeetiw I960 level's, 
The badness highlight of 1962 
was the general enjoyment of the 
broad over-^U economic teeovery 
that Dohffff, head Of the Washing- 
tin w-radSo Management corpora- 
tion that bear? his name, predicted* 
The; QNF actually rose by for 
the year, while personal income in- 
creased &% and generally good eco- 
nomic growth prevailed nationally. 

AsMmrlng that the over-all na- 
tional eeoaomy would expand from 
4>f'!t, PoheTfy subsequently pre- 
dicted a rise in all media advertisr 
lag to 9 new high level of $12,7 
billion, tfg eame w. within 3% &f 
ttm final, actual figure, $12.3 bii- 
Ihan, Despite the fact that advertis- 
ing did expand during 1962, as 
predicted, it lagged slightly behind 
the growth-rate of the total econ- 
omy, and* as a percentage of GXP, 
all advertising expenditures slipped 
a bit. 

For television during the year, 
Doherty foresaw total expenditures; 
of approximately $1,8?Q million;, 

ffis prmiiffliGm prav&d 6% too high, 
Whefi final 1962 tv advertising fi- 
gwm were mpmwd -a- $l',?5<$ mil- 



timMl spat mid netwemk, TV miver us- 
ing passed" ttir $24riUimi level and 
proimhly reached $2 J hiliUm in 
1963. 

Madia advertising, he predicted, 
would show a A% rise, with local 
radio Up by nearly 5%, thereby 
bringing the total for radio to about 
$760 million, Actual current esti- 
mates put radio advertising gains 
at about 5% with a dollar-voUum 
close to $750 million. 

These results bring us back to 
Doheity's first economic forecast 
for sponsor when, five years ago, 
he predicted that tv advertising 
would approximate $2,1 billion dur- 
ing 1963. In faet, 1 963 's total came 
within the small fraction of 1% of 
the dollar-level that he forwarded 
back in 1958! 

Throughout the five intervening 
years, Doherty's annual analyses 
have not only predicted yearly 
trends in over-all advertising — plus 
radio and television — with remark- 
able accuracy, they've also forseen 
the nation's general business econ- 
omy, including GNP, corporate 
profits, industrial production, retail 
sales, employment. 



In his preparation of annual busi- 
ness and broadcasting forecasts, Do- 
herty depends, not upon the prover- 
bial crystal ball, bat upon extensive 
research data coupled with years 
of experience as a business econ- 
omist, professor of economies and 
director of the Boston University 
Bureau of Business Research. He 
was co-author of a business-cycle 
textbook entitled Interpretation of 
Business and Fituincial Trends in 
1935. Since 1946, when he joined 
(and later became vice president 
of) the HAB t he has given his pri- 
mary interest and attention to the 
r adio-tel e vi s ion industry. 

Readers Who missed his 1964 
report, published in the Dec. 30, 
1963, issue of sponsor, may be .in- 
terested in his eurrent forecast: He 
anticipates a GNP of $616 billion, 
with total (all media) advertising 
expenditures of about $13.6 billion. 
For radio, specifically, he forecasts 
a 5% rise in advertising whieh, he 
adds, might become a 5.5% in- 
crease. He also expects a strong 
10% growth for television with a 
dollar-volume approximating $2.3 
billion during the year. ■ 



Last Year's Forecast 

One year ago, Doherty forecast 
1963 as another year of sound, 
^prosperous growth for the over-all 
economy, a prosperity that adver- 
tising In general and broadcasting 
in particular would share. The high- 
■ipoil if his 1963 forecasts eame 
PemarMbly close to what actually 
was achieved: 

1. GNP prediction; at ImM. U 
4% rise,; actual rise* 5%, 

%,, Mgtail sates; a 4-5% rise; 
ammi fttft, abmm, >4> : 8 t % . 

3. Carp&tme §wfits; a W% 
gain; mm&l &m t t&%. 

4. Tomii 'gii^mffdM udMttMeg) 
vvhxme pmd'i'elion; a new high level 
of at least $12.9 biWmi actual -level,, 
stighwly over that. 

In addition, Doherty predicted 
that television advertising would 
scote the greatest gains of all media 
and that both national spot and 
iffitvfolk: would show particular 
streiftA a minimal 8% cis«> 
Further, he forecast that, total tv 
advertising would reach the $2-Ml~ 
Hon 'mart. Actual remttis; Sparred 
%sy extremely strong advaMces in «*- 




Bbgrm on the dotted line * » . for the 26th time 

Robert Gage, advertising director tor Skelly Oil, commits company tor 7 
a.m. news slot on WDAF Kansas City for 26th straight year, as station v,p»- 
gen, mgr, Willifm Bates <*s) and Marshall i&'esfecke Of Bfuce B. Brewer 
agency look on. Starting in 1939, Skelly bought news on NBC Radio with 
Clifton Utley, parried by WDAF. In 1943 Alex Drier replaced tJtley and 
did program until '98. At that time the slot was purchased on spot basis by 
Skelly, with Bob Higby as newsman. 



march 30, 1964 



31 



ADVERTISERS 



HECK SALUTES 



A LONELY ADVERTISER 



Hallmark Cards of Kansas City, 
sponsor of Hallmark Hall of 
Fame, is a lonely advertiser, accord- 
ing to Homer Heck, vice president 
and director of broadcasting for 
Foote Cone & Belding. 

"Hallmark is unique. There is no 
longer anything like them. And 
that is a sad thing for television, 
but a good thing for Hallmark," 
Heck says. 

Heck described its client's shows 
as "irregularly scheduled, usually 
90-minutc, beautifully produced, 
expensively mounted, and impec- 
cably cast and directed dramatic 
shows, mostly drawn from the clas- 
sics." 

On the air for 13 years, Hallmark 
has outlasted its imitators and come 
up with 17 Emmys, the greatest 
number of Emmys ever awarded to 
any show on TV, he claims. 

Sponsorship of such a show has 
required a great deal of rare 
courage and imagination on the 
part of the sponsor, Heck points 
out. It is a show that has often been 
faced with the challenge that "it 
can't be done," and has gone on 
to prove it could. It has set many 
standards in the industry. 

We like to think it is a show with 
something of a social conscience, 
for J. C. Hall, president and founder 
of Hallmark Cards, has a strong 
sense of responsibility to the TV 
audience. 

Hallmark began using radio in 
1944. They turned to television in 
October 1951. A variety of formats 
were tried briefly and on a weekly 
basis. But early in 1951 NBC re- 
ceived from Gian Carol Mcnotti 
the original opera written and com- 
posed especially for TV: Amahl and 



the Night Visitors. Hall immediate- 
ly saw the value of this property. 
He promptly agreed to sponsor it, 
sponsored repeats of the opera four 
times thereafter. It has since be- 
come an annual Christmas classic. 

It was the beginning of a new era 
in TV programming, Heck con- 
tends. An era that was lead by Hall- 
mark and greatly encouraged by 
Pat Weaver, then at NBC. 

In 1952 Maurice Evans came up 
with the idea of a two hour version 
of Shakespeare's Hamlet for TV, 
and indeed the networks said that 
it would be impossible to clear two 
hours time on local stations, Heck 
says. But Hall authorized the agen- 
cy (FC&B) to negotiate with the 
networks for the time period. After 
lengthy and difficult negotiations 
it was aired in April 1953. 

The show brought great prestige 
and honor to Hallmark and brought 
Shakespeare to more people in four 
or five performances than had 
seen his plays in all the years that 
preceded the production. In '53 and 
'54 Hallmark presented other two- 
hour dramas — King Edward 11, and 
Macbeth. 

Response was so great to these 
specials, Heck says, that the idea 
was born that perhaps it was time 
to abandon the weekly half-hour 
(which had become increasingly 
difficult to program excitingly) and 
concentrate on more important 
properties. In 1955 Hall authorized 
a scries of specials, a first attempt 
to use a scries as chief advertising 
vehicle. 

The biggest hurdle to getting the 
series on the air was the need for 
irregular spacing of the shows to 
accommodate Hallmark's big sell- 



ing seasons, Heck says. "The net- 
work tried to force us into a once 
monthly schedule on the same night 
of the week each month. This we 
could not accept. The present prac- 
tice of withholding or pre-empting 
time periods from other advertisers 
for specials had not been initiated 
yet. It was invented for Hallmark 
and we got out irregular schedule 
that first year." 

Hallmark has been a pioneer not 
only in the presentation of fine 
dramatic work, but in the use of 
color, Hecks points out. 

The first season of specials in- 
cluded Alice in Wonderland, The 
Taming of the Shrew, Twelfth 
Night, The Tempest, Macbeth, Man 
and Superman, Green Pastures, 
Pygmalion, The Devil's Disciple, 
Teahouse of the August Moon. 

There have also been some orig- 
inals including Little Moon of Al- 
ban, starring Dick Bogarde and 
Julie Harris repeated last week. 

For the past 19 years, the length 
of time FC&B has been associated 
with Hallmark, the major portion 
of its advertising budget has been 
spent in broadcast. "One might 
wonder, I suppose, Heck says, 
"in the face of much larger audi- 
ences week-in and week-out for 
such unpretentious programs as the 
raucous Beverly Hillbillies, the rip- 
roar of Gunsmoke and Bonanza t 
and the hijinks of the Andy Griffith 
Show and the Lucy Show, whether 
quality dramatic entertainment may 
really be justified. As Fairfax Cone 
said recently, it is the only show 
left that has any real benefit frotn 
sponsor identification. And here is 
where the loneliness of the unique 
pays off." * 
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Eveready foattaH.es 
tiding all 3 TV nets 

Eleven CoSst-to-coast TV shows 
On" all three majttT networks will 
.fjfEtf advertising messages pre-sell- 
ing EvCJtagy batteries anil fiash- 
IfghB during the spring and summer 
Batei. siasens Unitin Carbide's con- 
mm products ^isioft has an- 
nowceiL 

Everoady batteries and flash lights 
will Ire adfeTtised at peak listening, 
nipht-tlme hours- ojj the /aclc 

Sgmrday NlgJ-tt m the M'ov- 
im t and Ml&vma$h Iw — NBC-TV; 
^# ? etf fikcitroek tfVW and. The 
Awms—CWi-TVi Wa$&n Train, 
McHMs':a Navy, Arrest and Trial, 
Aw&img Pmim, Combat, and T#<? 
■Pn-gttv® — -ABC-TV. 

Eveready brand and the "power 
to spare*' theme will "he the basis of 
the dramatized commercials mes- 
sages. 



Lever lauds agencies 
"fer sslas, profit aid 

Lever Bros, exees while announ- 
cing modest increase in sales vol- 
ume and sharp jump in net profits 
ftar *€3 in their annual report to 
employees,, paid tribute- to com- 
pany's ad agencies, noting: "It's 
hard to think where we'd he with- 
out ^Madison Avenue* — and its 
neighboring streets, Lexington* 
Park, and 483th. 

Levef sales,, according to presi- 
dent-chief executive officer Milton 
C. Mumford and chairman William 
H. Burkhart, set net record for 
third Straight year by hitting $4J4i> 
million* against 141 1.2 million in 
"62, Net profits climbed to $12..? 
million* a, 35% jump m& 19€2's 
; $:1CL2 mfflfan. 

They report the company^ ad 
and promotion expenditures contin- 
ued' to Increase in total,, as Lever 
remained "one of country's half 
dozen 'largest advertisers/* using all 
media but; With major portion 
spin: spent In TV "We made ten- 
tinned progress in improvement of 
quality and iffeetiveneis. of the ad- 
vertising messages distributed to 
the very large (TV) audience " 

These matters are of fundamen- 
tal importance to Lever, said Mum- 
ford and Burkhart, adding thai to 
do. well with them requires "a very 
high ; order' of ability and Skill on 



part of both our own marketing 
people and our agencies.* 3 

They said ; w Ot recent years it has 
become popular in some quarters — 
happily this is diminish ing, — to 
look askance at the ad profession, 
and to use term 'Madison Avenue' 
as label of opprobrium. This seems 
to us unfair. We would like to 
record our feeling of profound 
gratitude to the many talented in 
our agencies who have contributed 
to. our rnutual progress " 

Lever's agencies include Batten, 
Bar toils Durstine & Osborn; Sulli- 
van, Stauffcrj Colwell 4c Bayles- 
J. Walter Thompson; Qgilvy, Ben- 
son & Mather; and Reach, Mc- 
Ciinton. 



New Saran Wrap push 
using heavy web TV 

Dow Chemical is making a stab at 
a come-back in the food wrap field 
with a re-packagcd r improved Sa- 
tan, Wrap* Network, television — 
14 night-time shows and eight day- 
time shows — is. the major intro- 
ductory vehicle. 

The "All New" Saran Wrap fea- 
tures; a starter tab and increased 
thickness to provide greater han- 
dling ease, it offers a SO-foOt roll for 
the same price as the old 25-foot 
roll. Box has been redesigned with 
a new zip strip for opening and 
pre-tested graphics are being used 
on the box. Retail distribution 
should be completed this month. 



James & Laughlin 
Springs into network 

NBC's latest sales coup is a four- 
weekend schedule to Janes & 
Laughlin Steel Corp. for its maiden 
vnyage in network radio. 

ML, a major producer of spring 
Wire for mattresses, will use 
MotMot to advertise the 1964 
"Measure Your Mattress Month 
promotion. Schedule runs four 
weekends, from Aug* 23-Sept, 19. 



Anderson- Lfttle biJVs 
newscasts in H cities 

The purchase of a large radio 
new§ package by Anderson-Little 
C0. has been announced through its 



advertising agency. Bo Ifcrnstciu & 
Co. of Providence. 

The Fall River Mass, manufac- 
turer of men's, women's, and boy's 
clothing is sponsoring entire week- 
ends of radio news programing in 
eight New England cities* from 
March through June. 

Total of 312 newscasts will be 
aired each weekend through the 
facilities of WBZ Boston; WTIC 
Hartford; WPRO and WLKW 
Providence; WHYN Springfield; 
WORC Worcester; WTCC Bridge- 
port; WATR Watcrbury; and 
WAVZ New Haven. 

New edible packaging 
to aid manufacturers 

Food and pharmaceutical manu- 
facturers, who use radio and TV 
media, are 'Very, very substantially" 
showing marked interest in, new 
edible packaging material an- 
nounced by American Maize Prod- 
ucts Co., New York, 

^'Entirely different" properties of 
the product, according to Dr. 
James W. Evans, American Maize 
R&D vice presidenty are:. (1), it's 
edible and (2;) it dissolves in 
either hot or cold water. There- 
fore, its potential for vitamins or 
other measured medicines;, pet-load' 
portions of detergent, packaging 
frozen foods* candy wrappers,, or 
even emergency rations is felt to be 
"enormous.'* 

New corn-based material is a 
film,, looks like cellophane in that 
it's flexible, clear and colorless, yet 
has its own unique ability to dis- 
solve and be eaten. Developed un- 
der Nebraska state research pro- 
gram begun in 1959, if s made from 
special starch-heavy corn (Amylo- 
maize VII), It'll be produced as 
rolls of film at American Maize's 
new pilot plant in Central City, 
Neb., slated for full operation by 
year's end* 

American Mafee expects its edi- 
ble cellophane to be snapped up 
Within month or two by any of the 
several manufacturers now show 
ing. interest. They'd convert film 
rolls to own specifications — enve- 
lopes, packets or capsules. That all 
such companies are big-league ad- 
vertisers virtually insures that edi- 
ble-packaging will comprise good 
portion of this winter's broadcast 
blurbs. 
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From Bronx to Madison Ave. 



Crestwood Advertising began five years ago in Bronx walk- 
up, now holds forth on Madison Avenue with 1964*s bil- 
lings projected at $5 million, major share going into TV 



From 138th Street and Bruckner 
Boulevard in the Bronx to Madi- 
son Avenue and 40th Street in New 
York City is a distance of approxi- 
mately five miles. But in terms of 
where important ad agencies are 
located, the two spots are worlds 
apart. 

While Madison Avenue is head- 
quarters for many of the world's 
largest agencies, the uptown area 
is better known for being adjacent 
to Yankee Stadium and the base- 
ball team which cavorts there each 
spring and summer, usually wind- 



ing up the season with the A.L. 
championship tucked away. 

For an ad agency to make its 
start uptown and within a very 
short span of time make the suc- 
cessful move to Madison Avenue is 
a Horatio Alger story come true. 
Crestwood not only engineered 
this transition in little more than a 
year, but managed to bring Ad- 
vertising's capital some refreshingly 
new marketing and creative ap- 
proaches that have helped mush- 
room the agency's billings from 
$600,000 in 1959, the first full year 



th? agency was in business, to 
$3,367,500 in 1963. And already 
for 1964, billings are projected to 
more than $5 million. 

In the words of young (40), soft- 
spoken David Blank, Crestwood 
president: "We were long on ex- 
perience and ability, but a little 
short on liquid assets when we 
opened the agency for business in 
June 1958 We chose our first loca- 
tion because it offered office space 
accessible to other parts of the city 
— at a modest rental. This was quite 
important to us in the beginning." 




Crestwood president David Blank (seated) oversees one of agency's Monday night sessions dis- 
cussing major aspects of client's upcoming campaigns 
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Via TV 



Unlike many other agencies which 
gO to mmt handrsing and market- 
tag long after thiyNss succeeded in 
the creative and media function 
areas,, Crestwood early built its, 
reputation in all tarn, "We had to 
do it that way/' Blank explains. 
"Ills how we managed to obtain 
ml plasei Our first accounts. Even 
though it was tough work, it was an 
eiftemely fortuitous break in dis- 
guise» It has been of inestimable 
help ever since." 

The previous, business experience 
Of CrestwOOd's founders helps ex- 




Bregdsast media stiperyiser Gt&rge Bernmiyn (smutting) and exec F-p. Berncy Stein 
tAwf pmpmed commercial re president David Blank (rj mid v.p. -creative dir. Murray 
Sckaffer 
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Art dir. Theodora Kurter puts finishing touch to TV storyhottrd for one of toy clients 



plain their willingness to take on 
the task of offering merchandising 
and marketing services right from 
the beginning. Blank formerly was 
head toy buyer and merchandising 
manager for Darling Stores, a chain 
of toy and juvenile furniture shops. 
Berney Stein, executive v. p., in the 
ad business since 1947, had pre- 
viously headed up his own agency 
and obtained his earlier training 
with Interstate Department Stores, 
nationwide group. Murray Schaffer, 
v.p. and creative director, also had 
his own agency previously, and 
Murray Kamen, v.p. and copy chief, 
had been advertising manager for 
the Darling chain. 

Stein tells it: "Crestwood ap- 
proached early prospects and asked 
for phases of their advertising 
which some agencies still shy away 
from because they're difficult and 
don't represent big billing oppor- 
tunities. We offered these first ac- 
counts our knowledge and skill in 



designing and preparing displays, 
catalogs, window streamers, shop- 
pers, and a thousand and one other 
merchandising aids." 

Soon these satisfied clients were 
asking Crestwood to handle their 
entire advertising campaigns. This 
started the agency on the road to 
success and it hasn't stopped grow- 
ing since. 

Working originally in the so- 
called "trouble areas," Crestwood 
execs were able to obtain hearings 
with companies that ordinarily 
would be unreceptivc to pitches 
from a brand-new ad agency. But 
over and above that, the merchan- 
dising approach of the group en- 
abled them to gain unusual depth 
of knowledge about the day-to-day 
operations and problems of adver- 
tisers. 

"Look at it this way," continues 
Stein. "Some of the more modest- 
sized agencies would like to avoid 
the irksome jobs and just concen- 



trate on the exciting and more fi- 
nancially rewarding phases of the 
account — the television, radio, and 
print advertising. This, I say, is a 
mistake. In order to avoid being 
completely overshadowed by the 
giants, the smaller shop first has 
to carve out a specific niche for 
itself. And the best place to start 
is in one of the specialized aspects 
of the tremendously complex busi- 
ness of advertising." 

To which Blank adds: "When 
you've achieved real success in one 
area, the door is automatically 
opened for related things. At least, 
that's been our experience. If you'll 
pardon my use of an old truism: 
One success leads to another and 
to still another, in this business as 
well as in any other." 

A heavy user of TV and radio 
for its many clients, Crestwood 
selects media on the basis of the 
individual objectives of each adver- 
tiser. One of the first steps of the 
agency, on securing a new account, 
is to conduct its "50-Question" in- 
terview. This is an involved pro- 
cedure whereby Crestwood man- 
agement learns confidentially and 
in depth the advertiser's marketing 
structure and objectives. 

"It's surprising," says Blank, "how 
many accounts tell us at the con- 
clusion of the interview that we 
now know more about them and 
their business than they do them- 
selves. Actually, what it does pro- 
duce is a clearcut understanding 
of where the client now is and 
where he's heading. Only by bring- 
ing this into sharp focus can we 
determine what creative approach 
and what combinations of media 
are best for him." 

Because of Blank's own extensive 
experience in the children's field, 
it's understandable that the agency 
has a number of toy accounts in its 
diversified list of clients. The fact 
that these toy companies are exten- 
sive TV advertisers is part, of the 
Crestwood media-marketing strat- 
egy- 

"Crestwood does not subscribe to 
the 'Big Splurge' technique in toy 
advertising — with virtually complete 
silence at other times of the year. 
The traditional approach of promot- 
ing heavily during the pre-Christmas 
season and then curtailing expendi- 
tures is giving way to the year-round 
concept. The toy business — thanks 
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DAVID BLANK 

Preston! of Creste-opd* Advertising; chairman of tllR board of BurrOnglis 
Kese-areh aftcl Development Corp,} secretary of Somerset Studios. 
IM&'Ifti Uny tayer, Darling Stores, 
lpS0-'S#: Merchandise manager, Darling Stares 

19f4-'-S75. ¥iee president in charge of all merchandising, Darliiig Stores 
lf5fi-^ii flee president in charge of all merchandising for hard goods 

and soft goods for Wholesale City, Darling's discount operation 
lfS^-'fi', Wiee president in charge of sales for Jo Sales Corp., wboiesal* 

housewares and hardware division, Darling Stores 
19S§-presents President, Crestwood Advertising 



to the audience impact delivered by 
TV primarily — is rapidly achieving 
a true Sl-week sales, cycle. This is, 
the classic example of matching 
what the medium can accomplish 
with what it is the ad^ejtiser ■wishes 
to obtain/' Blank maMams. 

Tiday, the toy industry can 'he 
compared to the food and drug 
field* ■ • * wm enjoying virtually a 
"necessity" label as Opposed to the 
"luxury" status it one© had with 
consumers. With distritejfioi cur- 
rently in dag, -chains, supermarkets, 
dtpaftfflMjt stores;, and giant dis- 
count ehiins, toys are purchased on 
t daily basis, and the industry no 
longer experiences the f lagrant sea- 
sonal slumps that were so prevalent 
only a few short years ago* Tot 
this., the "toy business can thank 
TV," Blank avers. 

What Blank could add is that the 
toy people should also pay homage 
to. Crestwood for its. having played 
a key role in getting the industry 
to modify marketing strategy so 
drastically. The agency developed 
the manufacturer-jobber eomMna.- 
tioh Of local TV advertising: which 
has led to the biggest •network of 
local maikit eoo|reration. Crest- 
wood lays, claim to. placing more 
.spot television advertising for toy 
accounts than any agency its size 
anywhere else. 

But. ©re. stwootf eMes, make good 
Mi of their Tewewtedge of the ehil- 
drat'S market with aceaunfrs other 
fhflE toys, Jusl reeentlf the agency 
and Wetson Systems-,, Inc., s.igned a 
contract whereby the chain of Wet- 
ma!% Drive- In Restaurants in the 
Mew ybtk metropolitan 'area will 
be promoted, tta children's TV 
stows. Studies hy agpnry and client 
If dilate thai children exercise a 
-strong influence on, parents when it 
comes, to choice of p©pular*pri.eed 
c-in rfMMoiM*. 



Part of the promotion is a contest 
Whereby TV viewers are invited to 
guess "how many freneh fries in a 

ton of potatoes?" "BoW many 

hamburgers did Wetsort's sell in 
1963?" etc. Prizes will be awarded 
for answers coming closest to the 
CP A audited totals. 

Today, Crestwood's client list is 
extensively varied, includes foods 
(manufacturers and supermarket 
chains), fashions, electronics, 
paints, pharmaceuticals, health aid 
apparatus, etc., as Well as those 
products selling to the younger set 
Goal of Blank is to "continue diver- 
sifieation. We don't seek account 
exeeUtves With one type of ad ex- 
perience Only. Rather, we prefer 
men who know merchandising and 
marketing firsthand, feel they can 
tie it in with the aver-all advertising 
campaign and thereby service; ac- 
counts mote effectively." 

TresfwOod also handles advertis- 
ing and pubhe relations in the 
United States for Plnmrose meats 
and cheese, imported from Den- 
mark. On behalf of this client, 
Crestwood recently flew the cast of 
WHEW- TV's Wondemma, program 
faired on Metromedia's other sta- 
tions: WTTG Washington; KTVH 
Peoria; KTV1BC Kansas City; KTTV 
Los Angeles; KOVR Sacramento) 
from New York to Denmark. 

Most of the four-hour telecast, 
The BmMi CJM&ten't Festival 
hosted by Sonny 'Fs% was filmed 
on location in the land of Bans 
Christian Anderson and was a com- 
bination travelogue, international 
goodwill ambassador and, of 
course, helped promote PlumTosi 
praducts as Well- 

Lending a hand with the pro- 
gram < — in Which PoC, accompanied 
by Danish children, personally ex- 
plored somi of the high points of 
interest in Denmark — were ranking 



governmental officials on both sides 
of the Atlantic. 

While Crestwood may have 
started more modestly, today the 
agency functions in all areas of 
advertising, public relations, mer- 
chandising, research, sales promo- 
tion, etc. In fact, two: subsidiary 
companies have been created with- 
in the past 2Vi years: Somerset 
Studios and Burroughs Research 
and Development Corp. Specialties 
Of these companies are : sales man- 
agement, product design, merchan- 
dising consultation, and package 
design — as well as legal, financial, 
marketing, and psychological guid- 
ance. Burroughs R&D is headed up 
by Arnold Edson, formerly v.p. 
of Ideal artd of AmscQ. Total vol- 
ume of the two subsidiaries in 1963 
was nearly $1 million, exclusive of 
the $3,367,500 billed by the parent 
company. 

Blank sums up the Crestwood 
success story: "There are many 
points of difference about Crest- 
WOOd vis-a-vis other advertising 
agencies up and down Madison 
Avenue. They have their particular 
way of doing things; we have ours, 
and we intend to maintain Our dif- 
ferences. 

"This is the advice I give other 
up-and-coming shops — don't be 
afraid to run counter to the stream. 
Exploit your unique qualities. Only 
in this way will ycau be noticed and 
judged fairly. If you're just like 
everyone else, why shotrld an ad- 
vertiser single you out?" 

To which Stein adds: "Being k 
vest pocket edition of some of 
Madisoii Avenue's giants is not 
Crestwood's way. We're going 
about the advertising business in 
our own distinctive manner. We be- 
lieve this is, the secret of sueeess 
behind each and every fast-growing 
agency today." 

And Blank concludes with this 
statement: '"Someday Crestwood 
Advertising expects to be one of 
the more important factors in the 
industry. And when we reach that 
exalted position, a large share of 
the credit goes not only to the 
broadcast media, with which our 
billings have grown over the years,, 
but to the hard-knock, uptown 
spawning gr&und of our agency. 
We salute all the other 'uptown 
agencies* aeeross the country and 
wish them the very best. ■ 
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Lack off ad expenditure, 
Crichton Believes 



THE fact is that — in a major 
sense — present marketing is 
skimming the surface of opportunity 
... I believe there is a general lack 
of adequate advertising expendi- 
ture," John Crichton, president of 
the American Association of Adver- 
tising Agencies told Rocky Moun- 
tain members recently. 

"Advertising — who needs it?" Is 
a question asked in advertising 
meetings, Crichton says, not likely 
to be heard among food, drug, cloth- 
ing, automotive, and beverage 
manufacturers. These companies 
have established an advertising phil- 
osophy. Advertising is an invest- 
ment, both the price of pioneering 
and the price of survival, he con- 
tends. 

"It is perfectly natural that 
Charles Mortimer, chairman of Gen- 
eral Foods, who once was its ad- 
vertising manager and once was an 
agency man, should believe that ad- 
vertising is necessary if the business 
and the profits are to continue to 
show healthy rates of growth so that 
the company can continue to pay 
dividends. And I hardly need to re- 
mind you that business must grow 
or it will slip back swiftly. 

"Or that Howard Morgen's pres- 
ident of Proctor & Gamble, who 
rose to his present post through 
the advertising department, should 
say that 'we at P&G believe that 
advertising is the most effective and 
efficient way to do it (sell the con- 
sumer). If we should ever find bet- 
ter ways of selling our type of prod- 
ucts to the consumer, we'll leave 
advertising and turn to other meth- 
ods." 

Crichton centered his attention 
on two basic facts: 1) about % of 
any product's sales are accounted 
for by '/i of the families; 2) the 
average corporation spends 1.16% 
of its sales income on advertising. 
Crichton illustrated "What needs 
for advertising stem from them." 



From the other point of view it 
is perfectly possible to have some 
media without advertising. But they 
would not be so interesting or so 
exciting, and they would not be so 
cheap. And probably they would 
not be so independent. The long 
history of media in this country 
and elsewhere is that, without ad- 
vertising, the medium is captured 
and subsidized by a political party, 
or a religious group, or a group of 
manufacturers or a union, or by the 
government. 

Crichton made clear his feelings 
that a lack of ad expenditures pre- 
vents advertisers and agencies from 
capturing a large share of the con- 
sumer market which is buying 
sparsely, or not at all. 

Often the percentages of non- 
buyers or light buyers represent very 
high numbers, Crichton pointed out. 

Figures from the Market Re- 
search Corp. of America indicate 
that a great number of people make 
no purchases of common products 
during a 90-day quarter. For ex- 
ample: 

Canned fruits 16 percent 

Canned soups 20 " 

Ready to eat cereal 20 

In other words, for a typical 90- 
day period, seasonally adjusted, one 
household in six bought no canned 
fruits, and one family in five bought 
no canned soups or ready to eat 
cereal. Now let us look at three 
more common products. 

All purpose flour 28 percent 

Regular coffee 25 
Toilet soap 25 " 

One family in four goes through 
a three-month period without any 
purchase of these ordinary and high 
useagc products. 

The pattern becomes more pro- 
nounced as the product becomes 
more specialized or sophisticated. 

Cake mixes 39 percent 

Frozen juice concentrate 47 
Aluminum foil 48 



Of these products* only vegetable 
shortening was a big seller prewar. 

These are largely postwar babies, 
and they have won their big con- 
sumer acceptance in that period. 
But note that nearly half the house- 
holds aren't buying the product in 
a typical quarter. If these figures 
were for a six-month period, in- 
stead of a quarter, these percentages 
would be smaller — but there would 
still be a sizable percentage who 
made no purchases, tacit evidence 
of missionary work to be done by 
advertising. These pools of un- 
tapped demand become even more 
apparent as the product becomes 
more specialized, and of more xe- 
cent appearance on the market. 

Liquid detergents 50 percent 

Floor & Furniture polish 52 
Frozen nieat-poultry- 

fish-pies 62 

Shampoos 64 

Pet foods 69 " 
Liquid cleansers 

(all purpose) 70 

Above are the percentage of 
households buying none of a given 
classification of product which 
ranges from 50 percent to 70 per- 
cent. One may perhaps explain pet 
foods as not of universal interest, 
since many families have no dogs 
and cats. One may regard frozen 
meat pies as too new a product to 
have acquired a large market. But 
shampoo, detergents, liquid cleans- 
ers .. . all have had substantial ad- 
vertising budgets, all are familiar 
products. Yet a majority of house- 
holds in most cases bought none 
during the quarter. 

As families move up in income 
bracket they do not automatically 
assume the purchasing patterns of 
the bracket into which they have 
moved. It is probable that this lag 
can be shortened only through ad- 
vertising, Mr. Crichton said. He il- 
lustrated his point by using the den- 
trifice field, usually thought of as 
heavily advertised and promoted. 

"We arc inclined to think of 
dentrifice penetration as universal. 
However, for a typical quarter 41 
percent of households bought no 
dentrifice, 15 percent bought lightly, 
and 14 percent bought heavily. One 
family in seven, or 14 percent of 
families, accounted for 47 percent 
of all the money spent in this field. 
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"Doesn't this make clear the 
enormous untapped potential avail- 
able to us?" Criebton pointed ©at 
*AM if this is true of dentrifiee, 
whui advertising pressure is 

tosted! teft s t It cleat that other 
jroduct fields oflfer great opportuni- 
ties? Isn't ft clear that many prod- 
ucts! — perhaps: most products — arc 
substantially under-advertised? ■ 



Tobacco'^ $95.5 mil. 
was 4th tap TV user 

In the dark shadow of proposed 
FTC roles which could cripple or 
cnj&ily cut-off cigarette advertise 
ixtg from television, TvB has re- 
leased its breakthrough of 1963 
network spending which alt-toO- 
clearly illustrates what the medium 
stands to lose. Tobacco (with re- 
lated smoking materials)! was the 
fourth highest spending product 
classification, increasing its billings 
over WBlh $81,681,100 to 
a whopping $95,45 6,300, In the 
fourth quarter alone, 11 of the top 
H brands advertising on network 
TV wesc& cigarettes; two of the top 



Network TV reaped its biggest 
hillings harvest last year from still 
another product group threatened 
by FTC: rule changes — toiletries 
Isee IFQNS'Olt, March 23, page 
16|. Billings here were up 9.1% 
from 1962% $14,910,900 to 
$161,391,400, Food and food 
products' billings were $139,526,- 
700* up 4.4% over the previous 
ysar% $:i 3 Si, 65 6,400. Drugs and 
remedies moved up 11%, from 
$105,377,900 to $116,968,600. 

Leading network advertisers in 
the fourth quarter of 1963 were 
P&fir with gross time billings of 
;$a4#tlj30te American Home 
Products at $9,313^600; and Bris- 
tol-Mey«ra s $8,207,500. Top brands 
in that quarter were Anacin, with 
gross tte billings of $2,737,400; 
ialem Cigarettes^ $2,260,900, and 
Winston, $1,924,000, 

"Product classes showing the larg- 
est percentage gains last year 1 -were 
travel hotels and feierts, up 
131 .5% at $2,520,300, horticul- 
ture, Hp 17% rai $569,200; enter- 
tainment and amusenwot up 80,9% 
at $1,593,500| and building ma- 
terial!, equipment and fixtures, up 
45%' at S&OSi/eOO.; 



Rum rill reports 
earnings rise 

The HsmriW Co. has reported 
record growth f&r 1963 and earn- 
ings of $3,90 per share, an increase 
of 73% over the $2,25 per share 
earned in the calendar year ending 
Dec. 31, 1962. 

The acquisition of "significant 
new accounts and growth of long- 
time accounts," brought billings to 
an $18 million level Charles L. 
Iturnrill, president reported to 
stockholders. The advertising, public 
relations agency, with offices in New 
York City, Rochester, Buffalo, 
Utica and Ithaca, is owned entirely 
by employee stockholders. 

Billings for the previous year 
were approximately $16 million and 
fhe increase during 1 963 was about 
15%. The agency anticipates simi- 
lar growth in 1964s, Rumrill said. 

New accounts include M©lson 
Brewing Company of Canada, The 
Greater Rochester Blue Cross and 
Blue Shield plans, the Carborun- 
dum Company of Niagara Falls, 
Cutfice Barns Company of Roches- 
ter, Gilbert and Bennett Company 
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of Connecticut, J-. J. Wing Manu- 
facturing Company in New Jersey, 
The I J. F. Spencer Company of 
New York, and the Do! linger Com- 
pany of Rochester. 



Wade . advertising 
billings drop 43 percent 

Wade Advertising, Chicago, has 
been hit with a hard blow through 
the loss of the Miles Labs account. 
Before the change Wade's billings 
totaled about $28 million, without 
Miles, estimated at $12 million, 
billings will drop to about $16 
million 

A spokesman for the agency said 
there would be a sharp change in 
personnel but refused to comment 
further. 

Miles Labs reportedly has chosen 
a new agency but would not dis- 
close its selection. 

Wade will continue to handle an 
estimated $6 million in Miles bill- 
ings, for such products as One-A- 
Pay Vitamin Tablets, Bactinc, 
Chocks, children's vitamins and 
Nerine. 
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Japanese set sights on ratings 




Unit seen a'bfve is the control panel of a tape-sorting machine designed 
tar Tokyo Shibaura Electric Co. — Toshiba, Japan's biggest electronics 
firm _as part of a system designed to provide data on TV set usage 
in Japan, Showcased at the, recent IEEE Show in New York, the system 
is being promoted by Toshiba in the U. S. Ratings are derived by 
"Video Meter'* monitors installed in Sff© households in Tokyo and 
Osaka which record tuning on tapes. Later, the tapes are collected 
weekly and fed through a sorting, machine, thence to a Toshiba ^TOsbac" 
computer for analysis and print-out. System provides program ratings, 
mirtute-by^minute data in 28 hours 
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Buyers Should Know The "Bi 

Director of advertising for giant bottler tells buyers what 
to consider when spending a company's hard-earned money 



IT is not very often that a protec- 
tive account exec lets me wander 
away from him when I am in the 
media department of my agency, 
BBDO. But sometimes it does hap- 
pen and I'm quickly lost among the 
calculators, ARB's, Nielsen's, 
SRDS's, salesmen, availabilities, 
worksheets, overtime slips and all 
the other elements that go into one 
of the busiest departments in the 
agency. Aside from being busy, it 
is probably the noisiest and easiest 
to get lost in. 

What interests me most in a me- 
dia department are the spot buyers. 
They can't be completely classified 
or categorized. 1 can always find a 
young ambitious one. He is generally 
recently out of college and eager 
at his work. I bet he has got some- 
one in the research group paid-off 
to give him the first new rating book 
when it arrives at the agency. He will 
be the first to cost out his spot 
schedules and make improvements 
if necessary. 

Then, of course, there are the 
old pros. They've been around the 
spot ranks for years. You can tell 
by the myriad of ashtrays, coffee 
cups, name plates, etc., sent from 
stations that garnish their offices. 
Their importance to a media depart- 
ment is felt daily. Knowledge of 
merchandising plans that are avail- 
able, ability to negotiate, coordinate 
multi-agency buying and other tasks 
make them important to a smooth- 
running operation. These, of course, 
arc only a diverse cross-section of 
what one sees in tip-toeing through 
a media department. 

I often wonder if a spot buyer 
knows the faith a client puis in him 
or her. After all, he gets to spend 
all our hard-earned money. Many 
hours of planning and discussing 
go into the final authorization of 



budgets, scheduling and liming for 
promotions and campaigns. But the 
media buyer is the anehor-man. 

The spot buyer in essence has 
a pile of 20 dollar bills sitting on 
his desk to dish out in exchange for 
fair return in the value of good spot 
availabilities. He is so important to 
us that we entrust millions of dol- 
lars to his buying discretion. 

And I have no pity when I learn 
that the spot buyers who arc spend- 
ing our 20 dollar bills are working 
overtime or are asked to break-out 
the audience composition of our 
spot schedules. 

We are all together in this selling 
job. And it is a competitive business. 
We make every effort to get a half 
share point gain on our competition. 
And we expect our spot buyers to 
work just as hard, iand maybe a bit 
harder. We expect them to rack 
their brains and spin their calcu- 
lators to get a half thousand extra 
households through shrewd buying 
and constant improvement of sched- 
ules. 




Aside from the important extra 
gained through conscientiousness 
and sheer hours of devotion, a more 
important big extra is gained when 
the "big picture" is known. I grant 
you this isn't always easy for the 
buyer to find out. But, as a buyer, 
you must make it your job to find 
out why spot tv is being used, and 
why prime time ID's and fringe 
minutes, or why day and late night 
minutes are the prescribed commer- 
cial mix. Prescribed is a good word. 
To me it connotes medicine. And I 
guess that's what advertising really 
is — whether it be a preventative or 
a cure for a problem. Our problem 
is that we don't have all the healthy 
business we want, and we look to 
our agency and their media buyers 
to diagnose the ailment and pre- 
scribe a cure. 

As our media buyers, you must 
find out our problems, and you must 
do your best to cure them. Of 
course, you should know the na- 
tional media plan. If magazines are 
an umbrella or base buy; know 



PHILIP M. HINERFELD 

v.p., dir. of advertising 

Pepsi-Cola Company 
Over a ten-year period Philip 
Hinerfeld has had extensive ex- 
perience ill soft drink advertising. 
Prior to joining the company he- 
acted as an advertising agency 
consultant on the Pepsi account, 
and prior to that, assisted in the 
guidance of the company's na- 
tional advertising campaign 
through the Biow agency where 
he also worked on such accounts 
as Philip Morris, Hills Brothers, 
and Lady Esther. Hinerfeld served 
as director of advertising-promo- 
tion and assistant to the president 
of Postal Telegraph, (i division of 
IT&T, after graduation in 1929. 
He was also active in market re- 
search at that company. 



40 



SPONSOR 





icture 



wAfeh ones; know how many inser- 
fcfib Find, out what days they hit 
the newsstand and the mailbox of 
Mr, -i Mb. Consumer. This might 
be a factor for that little extra im- 
pact when deciding whether to ac- 
cept that Monday or Tuesday spot. 
Or maybe network tv is your back- 
dwp. Knowing your exact network 
smtodole will help you to select 
spit* fhaf best complement the na- 
tional effort. 

An excellent scarce fit market- 
ing: information is the local market 
newspaper. They can tell you what, 
is the best Food shopping day, hqw 
Many factory shifts there are, which 
might *bfi of interest If you, are sell- 
ing psi of what day is pay day, 
which, is important whatever you are 
selling. Ask your spot salesmen, m&, 
they/ve probably been to the iafftk.it 
a fittmbef of times. Don't overlook 
tffi sites development departments 
al ftte rep houses.. They are well 
smpf lied With marketing facts and 
statistics oil the markets they' sell. 

Also s make it a rule to never 
let a visiting station man out of 
your office until he's told you some- 
thing about Ms market that is im- 
pjfiant to the movement of your 
product, 

Q# further than your own depart- 
ment GanlinaMly question the ac- 
count exeitttives, the research and 
marketing people assigned to the 
account; study the marketing pljms* 
research reports; examine every- 
thing- you can find, Get on every- 
hady% distribution list. For instance,, 
and we believe this is not true of 
Pepsi, perhaps your product lacks 
awareness in the minds of your pros- 
pective] consumer. This could give 
yon direction h scheduling spots to 
build frequency, It might lead you 
to add that fourth station in the 
market that -was extremely efficient, 




Flii'lip B. Htiierfeld (r) discusses record "Mmtc to SMI Pepsi" 
with Eidwgrd G. Finneran, manager of theatre sales for Pepsi*Col®, 
holdhfg a radio commercial planning calendar 



added little to your over-all 
reach level. 

The creative people can be an im- 
portant source of media direction. 
As a campaign evolves, get involved. 
Yoa can help them as they can help 
you determine the most effective 
media to present certain creative 
concepts. 

In some instances you might con- 
vince the creative people to pre- 
pare special copy. Remember that 
low rated women's show in the af- 
ternoon that the salesman said "real- 
ly pulls.** It was efficient and had a. 
high female comp but you were 



rushed and there wasn't time to be 
bothered with such a low rated avail. 
Maybe in conversations with your 
account exec you learned that your 
product was having difficulty getting 
distribution. This show might be 
the perfect wedge for forcing distri- 
bution through special copy direct- 
ing these gals to ask for your prod- 
uct. 

As you can see, the selling job 
of your product goes further than 
an availability sheet and efficient 
CPM's. Know the "big picture" — 
the small ones will be clearer and 
more meaning, ■ 



Stori* SO, 1964 
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Department Stores Appraise 



Newly released figures show 
store managements reaction to 
wide variety of spot radio usage 



IN the fall, for the first time in 
many years, the Sales Promotion 
Division of the National Retail Mer- 
chants Assn., did a survey on how 
department stores are using radio. 

The results, recently released, in- 
dicate that radio has undergone a 
radical revision since the famous 
"Joske Report" in the late 1940s. 

The survey was made up of 191 
users representing a cross-section of 
American retailing. Their dollar vol- 



ume categories were: over 50 mil- 
lion, 11; 20-50 million, 15; 10-20 
million, 15; 5-10 million, 18; 2-5 
million, 48; under 2 million, 84. 

The following conclusions were 
drawn by the association: 

1. Radio has great strength as a 
supplementary medium. Stores in 
all volume classifications which 
used radio found that the best re- 
sults were obtained in conjunction 
with newspaper advertising or as a 



CHART A: What 
1 in 

1 O III 


Percent 
Radio? 


of Your 


Advertising 


Dollar 


Store Volume 


Vz- 

5% 


6- 
10% 


11- 

15% 


16- 

25% 


26- 

50% 


75- 
100% 


Over $50 Million 


7 












$20 to $50 Million 


7 


2 










$10 to $20 Million 


9 






1 






$ 5 to $10 Million 


12 


1 






1 




$ 2 to $ 5 Million 


16 


9 


5 


1 






Under $2 Million 


14 


7 


6 


18 


15 
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CHART B: How 
Each 


Many Spots 
Week? 


Do You Use 




Store Volume 


2-10 


11-30 


31-50 


51-75 


76-125 


126-200 


Over $50 Million 




1 


1 






1 


$20 to $50 Million 




1 




1 


1 




$10 to $20 Million 


2 






1 




4 


$ 5 to $10 Million 








2 


2 


1 


$ 2 to $ 5 Million 


1 


6 


6 


4 






Under $2 Million 


7 


3 


22 


4 


2 





means of extending the market be- 
yond the use of their usual news- 
paper. 

2. Its basic advantage is flexibil- 
ity and low cost. Stores could change 
advertising copy right up to air time. 

3. The most versatile and imagin- 
ative use of radio today is being 
done by smaller stores. Many of 
them devote a substantial portion 
of their advertising budget to radio 
because it permits them to make a 
bigger impression than in news- 
papers, which are many times dom- 
inated by larger store advertising, 

4. 30 percent of reporting stores 
of under $2 million volume are 
spending 20 to 30 percent of their 
advertising dollar in radio, whereas 
the highest figure reported by the 
largest stores was only 5 percent. 

5. 35 percent of the stores under 
$2 million use as many as 30 to 50 
spots each week. 

6. Larger stores spread their time 
buying over many more stations 
than the smaller stores. Almost half 
of the stores with volumes over $50 
million use from 3 to 10 stations 
regularly, while smaller stores eon- 
find themselves to 1 or 2 stations, 
thereby achieving saturation of the 
particular audiences they try to 
reach. 

7. Larger stores use spot an- 
nouncements all day and late in the 
evening, with a peak in the after- 
noon. Smaller and medium stores 
promote more heavily in the mornr 
ing. 

8. 30 percent of all stores sponsor 
programs fully or in part. The small- 
er stores lean heavily on live, local 
personalities, while the largest spon- 
sor news or musical programs. 

9. The programs are designed 
predominantly for women or a fam- 
ily audience, with very few pinn 
pointed to speealized groups. 

10. Medium size and large stores 
generally promote one item at a 
time, while the very smallest stores 
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tend to advertise m®W than one. 

1 L Most stores in all ©afegojries 
terra the results of their radio adver- 
tising m "moderately successful", 

Wneo questioned on what their 
Of inion was on, the importance of 
rififtt as an adfetfising promotion 
medium retailers in the over $50 
million category said: 

f *We feel that the use of radio as 
sales promotion medium is import- 
ant in two ways. First, it sells speci- 
fic items and, Equally important, it 
caffies att institutional message to 
the listener. We consider radio ad- 
lilttsing as att additional support 



C; Are You Using 
What Kind? 



for merchandise being advertised, 
in newspapers or on television. We 
feel that radio is particularly effec- 
tive as a 'semi-institutionar me- 
dium." 

"We use radio as supplementary 
to newspapers to reiterate what is 
going on in the store; — and to reach 
customers who may not lie com- 
pletely covered by newspaper cir- 
culation." 

"We feel that radio is an integral 
part of our total sales promotion 
program. It has proved to be parti- 
cularly effective as a supporting 
medium for oUr important store- 
Spots and 
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CHART' D: Wtlen Do You Run Most 
of Your SpQts^ 






Morning 


After- 
noon 


"Early 
after- 
noon 




Late 
night 
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11 
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13 
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$ 2 to | 5 Million 




36 


16 
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GASOLINE 

MOGULS 




buy WNBG-TV. Top names in the 
gasoline basiness 1<now it's the 
most efficient means of getting 
New Yorkers to; tank- up at their 
fuel pumps., Among them*: 

Cities Service Co. 
California Oil Co. 
Gulf Oil Co. 
Shell Oil Co. 
Sinclair Refining Co, 
Soconjr Mobil Oil Co. 
Sun Oil Co. 

Take a ftp from the Gasoline 
Moguls:, whatever the product ar 
service you sell, you'll get mere 
mileage on WNBC-TV. 




WNBC-TV 

NEW Y O R K 
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wide sales events such as warehouse 
sales, anniverary sales, semi-annual 
sales for the home and the like. 
However, we do not feel that it can 
serve as a substitute for newspaper 
or even direct mail advertising." 



Retailers in the $20 to $50 mil- 
lion category said: 

"As an 'extra' to newpaper ad- 
vertising, radio serves a purpose. It 
allows for more flexibility in pub- 
licizing new arrivals of merchandise. 
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Store Volume 
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Weather 


Live, 
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Musical 
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Prepares 
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Store Volume 




Own 
Depart- 
ment 


Agency 


Sta- 
tion 


Both 


Store 
and 
Sta- 
tion 


Over $50 Million 




3 


6 








$20 to $50 Million 
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1 


1 




$10 to $20 Million 
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6 




2 




$ 5 to $10 Million 
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3 
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$ 2 to $ 5 Million 




26 


8 
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4 




Under $2 Million 




61 


3 


3 
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It is also an excellent media to pro- 
mote store service economically." 

"Radio will sell items. Its most 
important use is to carry the stored 
message to those not reached by 
other media and to add excitement 
to an event." 

"We have used radio to popular- 
ize one item; to sell a new service; 
to introduce new items; to sell our 
institution. Radio proves to be suc- 
cessful if we buy saturation or 
popular sporting events," 

"It should definitely be part of 
the store's promotion program and 
as strong in dollar expense as the 
store can manage. A good supple- 
ment to newspapers, radio catches 
customers in a different mood and 
at different times than other media, 
and is listened to very well by the 
public." 

"An expensive means to reach 
a large number of people when 
used to inform them of a sale Of 
other special events it is always Used 
in conjunction with newspaper ad- 
vertising.*' ■ 



CRITIQUE . , . 

Continued from page 17 
in my opinion, are "Toughness and 
Torture" for regular tires, in which 
they do everything except drive the 
car off a cliff, and "Crossroads" tor 
snow tires s which begins with a long- 
shot of a horrendous traffic snarl. 

Young & Rubicam's daring in 
eliminating the spoken, word from, 
this advertising has paid off. These 
commercials have achieved substan- 
tially higher consumer - recall and, 
registration of major selling points 
than their conventional competition. 



CHART G: How Would You Rate the Results 
of Your Advertising? 
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Moderately 
Successful 
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Difficult 
to 

Evaluate 
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$20 to $50 Million 
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6 
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1 


$ 5 to $10 Million 
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1 


$ 2 to $ 5 Million 


10 


20 


11 






Under $2 Million 


12 


53 


9 


3 





These outstanding campaigns are 
all originals. They didn't follow any- 
body's lead. Personna dared to laugh 
a little at its bigger competitors, 
Kodak chose to take its camera, out 
of the typical home scene: to demon- 
strate its difference. Chevrolet made 
tried - and - true TV demonstrations 
zing with vitality, via a brand new 
technique; Italian Swiss took a 
chance on friendly humor. Cood- 
year threw away the selling power 
of words to create a new and strik- 
ing form of advertising, 

Let's hope this year produces as 
many more new campaigns that 
witc their own wonderful rules. ■ 



MAY ALREADY HAVE 






BP'S GIGANTIC $50,000 
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MONEY MAKER 

IT THE N. A. B. CONVENTION IN CHICAGO, APRIL Ml 




Tear out card along perforations . » present 
card at the GRP spa ce A 41 in East WiMt 
at the NAB* Convention in Chicago, 
April §-§«« if your number is posted in fhe 
(5$ booth, you will receive — absnmWf 
free — a customized series of "SMILE** ID'S 
WORTH $500! 

are 1@® possible winner^ ms& worth 
i so don't you be left out! You may erter 
many times as you have cards. 



i » 



Don't forget to take your 
contest entry card to the Convention, and Jas 
mm to come by the GRp bmtft and see if 
you are already a lucky winner of a $50© 
"SMILE 1 ID series. And while you're there, 



■tm th* 't» 



fmnemmt producief 
jingles IB the world. 



ding Ctorporatfta, the 
commercials and ID 




YOUR GBP MONEY 
KER CONTEST 
CKY NUMBER IS: 



4 3 !3 ^1 S 



'Mm. it you has* already 
v»on a custanrtmed "SflILP' 
ID series worth $500! 
Prtftftni fMswrdat'SiP 
SpM A afid @ to fe«t Eisbtbit 
Hall, MAA Convention 
in CWcago, Jpi,lS-t. 



I 




"MONEY MAKER" 
CONTEST ENTRY CARD 



See contest rules 
on other side of ad 



COMMERCIAL RECORDING CORP. 

P. 0. Box 6726 • Dallas 19, Texas 
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m Tfmetayers 'tour' Trigg Vaughn group 1 




sya«?' that never left New- York, Trigg Vaughn recently feted 
4Mie&up.,er$> aM,d oilier ngency execs wUh a "tour"' of the. group's radio 

ps'igigl speeial: exli,ihMs f booths, and costumed guides, Among the 
"tmirist/' (j*r) mere Mope M»*UMe, media supervisor v BfiDO, iue&ie 
De 'Costa, media refeamh supervisor, Ted Bates" Vice president-radio 
fw Peters Griffiti, Woodward',, Ray Af. Stan.fieM; a Trigg Vaughn Itost- 
&Si Mdflfn MtssAl, KITE Ban Antonio, national sales mgr. POW, 
■mttioititi rep for Ihe .g;r,oup>, c&-lwsled "trip."- 
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J wis© quenohes thirst 
with iQ-statiart spats 

A heavy spot m0o and TV posh 
by Lincoln Foodi, Inc., for its juice 
Jn'hks !s, u?ader way in "five states 
toougb Parsons,,, FriedhTtann & t^o- 
tral, the cart) pane's Boston-based 
advertising agency, 

Buying is concentrated around 
and within children's daytime pro- 
grams with 171 m$M W&TY spats 



feeing placed each week, The cam- 
paign will last into the summer. 

Stations involved in the promo^ 
tion Mtfte WNAC Boston^ WMAS 
and WHYN (TV) both Springfield; 
PterthtM, Maine's WMTW-TV; and 
WGA'N-TV; WPRO-TV, Provi- 
Umm WUKJ Hartford; WHNB- 
TV New Britain WKBW-TV Buf- 
Mm aad WMEW-TV New Yorfc, 
Hm Yotfc 
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TvAR takes to wing 
'bind' contest 




"'MM- watching" is the hope 
of J- my Kinsman (Ij and Ray 
BmnMtm, who are panicipat- 

■m% m wm-Tv Baltimore 

'tmffesf between the Mew York 
$mM 'CMmgB @0ms of its 
smmm vep tvar, wpw hom- 
ing ptgemts (mo jrmt egck 
bmneh} will bt winging back 
to BgMtnom with sates ■mmim 
in mMmg rim -lorn tivaUaMMfs 
lor fjt# 52 MM<Mm9'm' Q*mHm 
(iffm$m WJ games w be 
alma on PI^IT, Mzes will 
g p to with Mfih. mites and 
m MsMm §1 jim *Ms w 
m-ri^e from M£h city 
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AiJied's Zippy RJjyf 
spots soften LA area 

Xippy Fluf rinse, new Allied 
Foals product, is being introduced 
in the Los Angeles area, via a spot 
sain ration cam paign on KHJ-TV, 
through Beekman-Koblilz. 

The softness-restoring product 
is part of AJlied's Eippy Starch line 
and is already in distribution in 
Southern California. 



Hanover's spot buys 
fuel big food prorno 

Hanover Canning Co,,, through 
Philip Klein Advertising, is placing 
more than 2,600 spots on 15 radio 
stations as part of three successive 
sales campaigns for the firm's line 
of canned and frozen vegetables;. 

The commercials, spanning a 15- 
week period, are being spotted en 
the following stations: WBAL, 
WCAO, and WEBB Baltimore; 
Washington's WMAL WIC, 
WTOP, and WWDC; WKAP AHert- 
town; WHYL Carlisle; WCBG 
Chambersburg; WHVR Hanover; 
WCMB and WHP Harrisburg; 
WHUM Reading; and WSBA York, 
in addition, live commercials will 
be used on WBAL-TY Baltimore 
for an 11 -week run. 

The first campaign is promoting 
Hanover's "Guest Quality" line of 
vegetables. Starting in May, Han- 
over will initiate a month-long 
World's Fair contest offering Ofer 
1,000 prizes, to be followed by a 
third promotion which will be for 
vegetables for eookouts. 

The triple campaign is being pro- 
moted on a store-to-store basis with 
display materials, dealer tie-ins, in- 
centive display, and promotion 
allowances. 

Netteres named 
ABC-TV vp 

ABC Televi- 
sion spot safe, 
Inc., has an- 
n a u n c e d the 
election of Fred 
L. Nettere* gen- 
eral' sales mana- 
ger for spot 
sales s to a vice 
mmmi presidency, 
The flection was announcejd by 
James E. Conley^, president. 
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TV MEDIA 




CBS sportsaaster Chris Set 
was on hand as network 
ered first world's indoor 
professional high-diving 



Resort a busy backdrop 



Commercial, program producers find Grossinger's has 
built-in values for lensing as well as relaxing, with 
facilities running gamut from cabanas to dog teams 



Mention the name Grossinger's 
to almost anyone and he im- 
mediately conjures up a vision of 
easy resort living. But there's a 
more knowing group within the 
television and agency ranks that 
quickly thinks of the inherent pro- 
gramming and commerical possibil- 
ities of the well-known up-state 
New York facility. 

Run by venerable Jennie Gros- 
singer, the resort is spread over 
1,000 acres in the Catskill Moun- 
tain area. Beginning by taking in 
guests on a broken-down farm, the 
resort now does a 52-week-a-year 
business that entertains more than 
1,000 guests daily in just about 
every way there is to entertain 
people legitimately. Third genera- 
tion Paul Grossingcr, Jennie's son, 
is general manager. 

The resort's motto — "Grossing- 
er's has everything" — is well il- 
lustrated by its raft of pleasure-of- 
fering services: a mile-wide lake 
for aquatic sports, 6 miles of 
bridle paths, 10 tennis courts, a 
championship 18-holc golf course, 
a baseball diamond, courts for any 
sports requiring a volley and a ball, 
two swimming pools (one, a gigan- 
tic, $1.5 million, indoor Olympic 
pool-solarium), artificial ice skating 



rink, ski slopes with a T-bar lift, 
and a togoggan run. If a mild New 
York winter fails to provide snow, 
the resort turns on its $100,000 
snow machine, leaves it running all 
night, and has slopes covered with 
ice — and guests — in the morning. 
Whether it's cabana or cosmetics 
bar (where one woman was liter- 
ally revamped to the point that her 
husband failed to recognize her), 
just about all of Grossinger's assets 
have been used as backgrounds in 
advertising. 

Since a dog-sled team is always 
available, for example, Philco went 
to Grossinger's to shoot its refrig- 
erator commercial, which incorpo- 
rates dogs, sled, and special igloo. 
Schaefer beer's agency, William Es- 
ty & Co., also took a crew upstate 
to shoot a commercial on the fro- 
zen Grossinger lake. And Ben 
Sackheim did a Peter Pan bra se- 
ries, too. 

Currently in the works are a, 
commercial for Renault cars — a 
vehicle coming to a quick stop on 
the ice, plus another, in the plan- 
ning stage, for U.S. Steel, which 
will focus on the resort's circus- 
sized ice rink. 

It isn't just coincidence, or Madi- 
son Avenue's eye for combining 





shows 




Jennie Grossinger, who runs the 
famous up-state N*Y. resort, visits 
hakery to deliver bread 
commercial 



pleasure with business, that takes so 
many commerical ventures the 95 
miles northwest of New York that 
Grossinger's lies. The resort encour- 
ages use of its facilities for com- 
mercials as well as for programs. 
It's not only good business; it's 
also part of the Grossinger success 
formula. 

The huge sprawling resort — it 
recently bought a nearby hotel and 
recreation area outright just to 
house its own army of 900 em- 
ployees — started as a seven-room 
farmhouse on a run-down, 50-acrc 
farm outside Ferndale, N.Y. The 
Sclig Grossingers (parents of Jennie, 
who married a distant Grossinger 
cousin) had gone broke on a small 
restaurant on New York's lower 
east side, moved to the country and 
took in boarders while they tried 
to coax their exhausted land into 
productivity. The first season, they 
had nine guests who paid $9 a 
week and left raving about the 
amount of food and service they 
got for the price — just as today's 
$100-175-pcr-wcek guests do. The 
next season, the Grossingers had 
so many vacationers they had to 
pitch tents in the back yard. Four 
years later, in 1918, they sold the 



farm for $10,000, bought a nearby 
hotel and started the first 18-hole 
golf course in the Catskills. They 
were in business to stay. 

Grossinger's wasn't well or 
widely known, however, until show 
and sports-name-magic brought 
fame in big numbers. One story is 
that an unshaved Eddie Cantor, 
walking in the neighborhood, was 
spied by Majka, the elder Mrs. 
Grossinger, and invited in for a 
free meal. Certainly, Cantor — like 
his Grossinger "discovery" Eddie 
Fisher — virtually became a mem- 
ber of the family. It's more likely, 
however, that the real boost oc- 
curred in 1934 when bandleader 
Abe Lyman steered lightweight 
champion Barney Ross into a free- 
training camp there, prior to his 




Philco Corp. built igloo and hired 
dog team to cavort aver resort's 
grounds for TV ad for refrigerators 



bout with welterweight champ,, 
Jimmy McKarnin, Since then, 
eight other major boxers have also 
trained there and Grossinger's has 
earned its solid reputation as a 
sports center, whether amateur, pro, 
or spectator. 

When Rocky MareianO was in 
training a few years ago, Ed Mur- 
row arrived with CBS-TV cameras 
and crew to do what's reportedly 
the first live remote telecast ever, 
via Person to Person. Resort's man- 
agement was delighted and soon 
started encouraging more TV. Even 
when the early video coverage was 
snow-filled or confused, crews and 
lights added the sense of excite- 
ment which assured every guest 
that he'd really arrived when he'd 
stopped over at the big G. 

Ed Sullivan has several times 
shot footage for his Sunday night 
show at Grossinger's. And it hasn't 
all been take; the resort's given, 
via some of the personalities it's 
trained on its social staff irr the 
past, a few of whom are now big 
show business names — Kay Med- 
ford, Shelley Winters, Betty Gar- 
rett, Bore Senary, Phil Foster, 
Buddy Hackett, Red Buttons, to 
cite a few. 

The mountain setting, the coun- 
try atmosphere, and the concept of 
vacation fun has made sports cov- 
erage a natural, however. The world 
barrel-jumping championship was 
held for the third successive year* 
at Grossinger's in mid-December, 
and covered by ABC-TV's Wide- 
World of Sports for January tele- 
cast to an estimated 25 million fans 
throughout the nation. (Paramount 
Pictures also sent a crew to film a 
color short of the event for theater 
showings). Members of the Gros- 
singer family acted as honorary 
judges and, with high style, they 
enlisted actors Forrest Tucker and 
Van Johnson as special honorary 
judges, starlet Jill Haworth as 
queen. 

In a similar event, Robert Sau- 
dek Associates taped a 10-12 min, 
segment of its Thanksgiving Day 
special there in 1961, featuring 
Dick Buttons in an ice routine, 
which proved so successful that it 
was rerun this year. Sponsor: Gen- 
eral Electric. 

And last November, the first 
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world's indoor, professionjfft high-- 
diving championships were- coveifeld 
hf CBS-TV " far its Sunday WimiM 
^p'itMctudw), aired Feb, 23, NegG- 
f&CteflS 9St taw tfttder way for 
compatible. -CM mmmm of out- 
door diving this summer, 

GroBsinger's makes a very profit- 
able practice of combining the 
conservative and *traditional with 
the np-ta-tbe-minute modern (new 
buildings fallow the resort's essen- 
tially Tfldor style but, anaehronis- 
liiallf r hwe picture windows be- 
tween the watfle and daub) . Its in- 
terest 'in. — and invitations t*o — 
coverage are not without sig- 
nificance,, 

Agencies doing location shooting 
of TV commercials aren't charged 
tor uitag the itemises, providing 
the resort gets credit, an offer more 
often 'taken up by print than TV 
advertisers Even if it doesn't get 
credit, Grossinger's still gives its 
convention-rate deduction to TV 
crews and charges a flat $lQ0-pet- 
day-fee far photograph rag its facili- 
ties. Companies that have used the 
site include MP©, Transfilm, and 
Oliver Linger & Elliot. ■ 

PueBta Up© Plutikett 

PtM Pluttke'tt, vice president of 
©Id Pueblo Broadcasting, has. been, 
named manager of KOLD Radio 
and Television,, 
T ucson^ He has 
been acting 
ma n a g e r the 

past year, filling 
in Sor E. S. Mltr 
tefldorf, 'vice 
president and 
gener al matt a - 




get* 



10 has 



been on an ex- 
tended leave of 
SbseBseu 

With K0L0 since 1946, Flutt- 
kett has served in various sapM!!- 
ties with both the radio and tele- 
vision station. He was named f lei 
president of CM Pueblo Seoadeast- 
ittl last year.., 

la addiiM * his overall mm- 
agemint duties ptunkstt -will tflsa 
supervise local and national sales, 
assuming duties formerly haiidfed 
by Berate Perlin, who has resigned 
as sales manger. 




Gmtfy Helm and Jim Hester prepare a script far an upcoming Buddies" childteii sfww 
oft WBAP-TV. 



Sponsor's Adman 
stars in TV show 



^ cartookJisg HOfiBV and an idea 
for its utilization became the nu- 
cleus for B'ndik^ Carm&n Show, 
one of the £>allas-Ft. Worth area's 
popular children's programs color- 
cast on WBAP-TV and sponsored 
by Buddies' Super Markets (through 
Mercer & Stephens). 

The kiddie show is now in its, 
fifth 13-week cycle (all under Bud- 
dies' sponsorship) and has become 
one of the chain's top ad vehicles. 
WBAP-TV's coverage area is such 
that it complements Buddies' store 
locations so that the program 
achieves a saturation effect the 
SUB feels is of great help to its 
overfall s^ies pus&. 

Btiddms' Cartom Show is largely 
tbe creation of Buddies' own ad- 
vertising director Jim Hester , an art- 
ist and cartoonist by avOcatiOtt, 
Hester evolved his idea for a chil- 
dren's show based around his draw- 
ing abilities* and discussed his plans 
With 'Brady Helm, ? Buddies 4 grocery 
operations supervisor.. The two took 
the idea to WBAP-TV, where the 
station's staff liked the concept and 
did a pilot show that was favorably 
viewed by J. C. Piee f -Jr»„ Bud- 
dies* president 

creator Hester .as ''"'Big. 



Jim" and Helm as " Cousin Grady," 
the weekly half-hour show involves 
children's scribbles submitted on 
special cards (available at any of 
Buddies' 34 markets) which "Big 
Jim" attempts to turn into a recog- 
nizable drawing on his board 
within 9G-seconds. Prizes are given 
not only to youngsters whose scrib- 
bles, are used on the show, but to 
the children's mothers if "Big Jim" 
fails to complete the scribble within 
the time allotted;. 

The show is supplemented by an 
intensive spot campaign on WBAP- 
TV also using, in part, color com- 
mercials. 

Program has been especially ef- 
fective for promoting specific prod- 
ucts selected for an extra sales 
push on a given show. "Big Jim" 
selects these products and "Cousin 
Grady" writes the commercials to 
fit the spots, 

Hester and Helm also accom- 
modate store managers in stirring 
up traffic in various stores through 
personal appearances, 

As- ad manager, Hester believes 
that Buddies' is getting the max- 
imum mileage for its ad dollar, 
and he is enjoying himself in the 
process. B 
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Bartlett to head TV 
operation at Crosley 

Walter E. Bartlett, vice president 
and general manager of WLWC 
(TV) Columbus, has been put in 
charge of all four Crosley TV sta- 
tions as vice president for television, 
headquartering in Cincinnati. He'll 
be replaced by Richard E. Reed 
as general manager in Columbus. 

Reed is an 1 1-year Crosley vet- 
eran, having joined the organiza- 
tion in 1953 as sales-program co- 
ordinator of WLWD Dayton. A 
year later he was transferred to 
WLWC in the same capacity. In 
1956 he was promoted to account 
executive and in 1960 named sales 
manager of the Columbus station. 

CBS promotes two in 
business department 

Robert A. Jelinek has been 
named director of business affairs 
and Bernard Krause appointed to 
the newly created position of di- 
rector of contracts-negotiations. 

Jelinek, who has been director 
of contracts, talents, and rights 
since June 1962, joined the CBS- 
TV Business Affairs Department 
in September 1960. Previously, he 
was with the legal department of 
Young & Rubicam for three years 
and before that was with the law 
firm of White & Case. Krause, di- 
rector of business affairs - ad- 
ministration since June 1962, joined 
the department in June 1958 as as- 
sistant to the director. He subse- 
quently became coordinator of pro- 
gram costs and manager - con- 
tracts, talent and rights. Previ- 
ously, 1955-'58, he was business 
manager of the TV-radio depart- 
ment of Cunningham & Walsh and 
before that served with the Gen- 
eral Electric broadcasting opera- 
tion (WGY-WRGB) in Schenec- 
tady, eventually becoming program 
manager. 



WPIX hangs SRO sign 
on all baseball shows 

The team may still be warming 
up in the Grapefruit League, but 
WPIX New York has already 
hoisted the SRO banner on all pre 
and post Yankee game shows and 
minute announcement adjacent 
around the telecasts. 

Advertisers on the bandwagon in- 



clude Allstate (Burnett); Chrysler- 
Imperial Dealers Advertising Assn. 
of N.Y. (Y&R); Plymouth Deal- 
ers Advertising Assn. of N.Y. 
(Ayer); General Mills Wheaties 
(Knox Reves); Colgate-Palmolive 
Code 10 and Men's Line (Bates); 
Chase Manhattan Bank (Bates); 
Volvo (Carl Ally); Melville Shoe 
for Thorn McAnn (Doyle Dane 
Bernbach); and Arrow Shirts 
(Y&R). 

BPA swells ranks 
with 8 new members 

Eight new members joined the 
Broadcasters Promotion Assn. dur- 
ing the past month. Of these, the 
following six, named with their of- 
ficial representatives, are: (full vot- 
ing members) WDEC Americus, 
Ga., Charles C. Smith, president; 
WCON Cornelia, Ga., John C. Fos- 
ter, vice president and general man- 
ager; WESH-TV Orlando, Kenneth 
H. Brown, Jr., promotion manager; 
WHBO WHBO-TV Memphis, 
Sam H. McCullough, promotion di- 
rector; WJRT Flint, David A. 
Course, promotion manager; and 
Columbus Broadcasting Co., Co- 
lumbus, Ga., J. W. Woodruff, Jr., 
president and general manager. 

In addition, KOB Albuquerque 
added its program director, Paul 
Bain, as an affiliate member of 
BPA, while MCA-TV New York 
became an associate member, nam- 
ing Sheldon A. Saltman, director 
of advertising and promotion, as 
its representative in the organiza- 
tion. 



9 outlets in running 
for top national Emmy 

Field has been narrowed from 
76 to nine contenders for The Sta- 
tion Award of the National Acad- 
emy for TV Arts and Sciences, an 
honor which will be passed out at 
the May 25 Emmy Awards Tele- 
cast. Those stations in the running 
as best serving the needs and in- 
terests of its community through a 
program or series are: 

WNBO Chicago; WCBS-TV New 
York; KSD-TV St. Louis; WMAL- 
TV Washington; WBRZ-TV Ba- 
ton Rouge; KPIX-TV San Fran- 
cisco; KNXT-TV Los Angeles; 
WLWT Cincinnati; and KGW-TV 
Portland, Ore. 



The 1 6th annual Emmy presen- 
tations will originate from the Mu- 
sic Hall at The Texas Pavilion of 
the New York World's Fair and 
from the Palladium in Hollywood. 
And NBC will be on hand for 
the televising, the 10th straight year 
it's handled same for the Academy. 

Broadcast net up 10% 
at Macfadden-Bartell 

Its three domestic radio stations 
and two outlets in the Netherlands 
brought $2,486,000 into the Mac- 
fadden-Bartell till for the year 
1963, contributing to net company 
profits of $1,382,728. 

This amounted to 87 cents a 
share (or 83 cents a share adjusted 
to reflect a 5% stock dividend de- 
clared in November), compared to 
earnings of $162,738 Or 10 cents 
a share in 1962. 

Consolidated sales and revenues 
for 1963 rose 16% to $25,696,176, 
up from $22,245,738 a year ago. 

Serrao, Kawakami get 
new posts at Kaiser 

John A. Serrao has been named 
general manager of WKBD (TV) 
Detroit, UHF channel 50 currently 
under construction by Kaiser Broad- 
casting. 

He'll be replaced as general man- 
ager of Kaiser's Honolulu stations 
KHVH (AM & TV) by Daniel T. 
Kawakami, Also named to the 
Honolulu staff are Stan Anderson, 
assistant manager and director of 
sales; and Robert W. Sevey as 
news manager. 

Serrao has been with Kaiser since 
1960. Previously he was western 
division manager of Independent 
Television Corp., a representative 
for Peters, Griffin, Woodward, and 
a sales representative for KNX Los 
Angeles. Kawakami has been with 
KHVH since it went orj the air in 
1954 and was both program and 
operations director prior to his pro- 
motion, Anderson and Scvey move 
up from other positions with 
KHVH. 

New Montgomery TVer 
a full ABG affiliate 

As has been the pattern in mar- 
kets like Rochester, Syracuse, and 
Grand Rapids, as fast as the FCC 
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fronts a third TV license AB€ 
moves fa to establish a prinw-f 
■tttni'ftttclh. Latest is in Montgomery, 
where the .network had been shar- 
ing; WSFArTV' With NBC. it now 
has Its own station- in the market, 
WKAS-TV, which went on the air 
Maffih 15:, Station is owned by 
MMttfeornery Independent Telecast- 
ers, Cy E^hakeJ president. 



BostrNewsw^&k shifts 
Rtahardsorv to WJXT 

L- ? B» Richardson, currently 
fim pteiidpnt Of f%st-Newsweek 
Stations,, will asstane the daily man- 
agement responsibilities of WJXT 
Jacksonville next January. He re- 
places Glenn Marshall, president of 
WJXT and also a vice president 
of the parent company, who is re- 
signing from active management 
aftet 1# Wifh the station and 
iis predecessors., Marshall will re- 
tain his titles' and stay as a mem- 
ber of the board of the Washington 
Post 'Company. 

Taking over for Richardson in 
"Washington will Be James A. Hutdg- 
ens, who joins the organization the 



end mf March. Most recently an 
associate in the law firm of Am ram, 
Hahrjj, and Sundlun in Washington, 
Hudgcns served as an attorney with 
both the FCC and the Atomic 
Energy Commission before mov- 
ing into the law department of West- 
inghoase Electric with responsibil- 
ity for its vast broadcasting empire. 

Richardson has been a vice presi- 
dent of Post-Newsweek since No- 
vember 1962 and a general ejecu- 
tive since 1956. 



Walker stars in new 
Warner Bros, western 

Clint Walker of Cheyenne: fame 
is. back with Warner Bros, where 
that now-rare phenomenon — one- 
hour western — is in the works 
for the 19&2-'66 season., Title of 
the series* which also stars two 
other big-name personalities, is Big 
Lmd. Before beginning work on 
the project. Walker will co-star 
with Frank Sinatra in Nme- But 
■th-e Brave, a Sinatra Enterprises 
motion picture for Warner Bros,, 
which Sinatra also will direct* 



IRS nixes amortizing 
costs of CP, license 

Expenses incurred in acquiring 
construction permit and license for 
a TV station can't be amortized 
over the period of construction and 
initial television license (three 
years), 

Internal Revenue Service is stick- 
ing to this position, in spite of the. 
recent decision of the VS. District 
Court for the Eastern District of 
Tennessee in WDEF Broadcasting 
Co. vs. VS. (215 Fed. Supp. 818). 
If expenditures result in obtaining 
permission to use the TV facility, 
claims IRS, the amounts thereof 
constitute a part of the cost basis 
of an asset of a permanent nature 
and a deduction for depreciation 
thereon is not allowable since the 
useful life of a TV license is of an 
indeterminate duration, 

Roinlirig to the decision in KWTX 
Broadcasting Co, (31 TC. 952- 
1959) to support its stand, IRS 
said that although it wont appeal 
the Tennessee decision, the deci- 
sion won't be followed as a piece- 
dent in the disposition of similar 
cases. 
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THE WEEK IN WASHINGTON 



WASHINGTON BUREAU , Washington, B.C., March 27, 1964 

1 & G The redoubtable Rep, Emanuel Geller, chairman of the 

Oh The Stand House Judiciary Committee, has rushed to defend FTC's 

use of the TV advertising factor in its Order for P & G 

to divest Glorox . 

Ciller notes that the "decisive factor in the case was 
Procter & Gamble's tremendous advertising " — which 
would give newly acquired Glorox the benefit of massive 
TV Sponsorship discount of the parent firm . StiTT^ 
Geller insists the FTC was not trying to punish adver- 
tising,, but to preserve "equality of opportunity in 
advertising," when merger-monopolies threaten compe- 
titions 



The Congressman quotes Cmnr ? Philip Elman's opinion 
ih the FTG Order, that there is a difference between 
"socially and economically useful" advertising, and 
that designed to entrench market power of the giant 
sponsor , 

Elman (also toughest foe of heavy cigaret advertising 
in recent FTC hearing on proposed rules) said the end 
result was that of "maintaining high prices, dis- 
couraging new entry, and in general* impairing. < * 
competition." Geller says this is a fair appraisal of 
the "impact of advertising power in aggravating com- 
petitive imbalance. " He believes it especially applies 
when a giant acquires a leader in a smaller industry 
and uses advertising and promotional sales advantages 
to "dwarf" the rest of the competing smaller firms . 

Whatever the court outcome for P & G, this case has 
spotlighted massive TV advertising, as well as the more 
f amilial' chain store marketing advantages, as a usable 
factor in barring mergers under the Celler-Kef auver 4et 
—at least in the view of the FTC and one of the Hill's 
toughest atititrusters. 

Fipdl Packaging Next bout, for FTC: rules for disclosure on retail food 

Appraised packaging ? 

A report is afloat that the Commission will soon launch 
a sweeping study of the packaging of food products to 
determine whether some of it is deceptive and if so, how. 
The inciting force is rumored to be the volume of mail 
hitting the office of the new Presidential Adviser on 
Consumer Affairs, Mrs, Esther Peterson. 

The National Council of Farmer Cooperatives, reporting 
the rumor , says neither the White House nOr Mrs. 
Peterson have made direct recommendation for the survey. 
Bat crusading mood of the FTC may not need any White 
House pro! to gat it into investigation of this in- 
creasingly discussed area. 
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Marketing Probe More definite, and reaching back further to broadcast 

Planned sponsorship, are prospects for an FTC probe of chain 

store marketing that could cover suppliers as well as 

the chain store buying practices . 

Under a resolution introduced in the Senate, PIG probe- 
would go into buying, processing, marketing and pricing 
in retail food chains, with a foray into the matter of 
private brands. During Senate Commerce Committee hear- 
ings on the resolution last week, FTC Cmnr. Everette 
Maclntyre recommended that the probe be extended to 
cover suppliers for the chain stores. 

FTC Chairman Paul Rand Dixon is eager to get into the 
study of use of private brands by big buyers, he wrote 
the Commerce Committee. He also wants to get into mis- 
use of economic leverage by chain stores to "manipulate 
the market to their own advantage." 

Altogether, the prospects are sweeping—and may counter- 
act some of the painful Hill advice to get away from 
picayune matters, when FTC's White Knight charges the 
appropriations committees on the next go round. 



Station Swap The by now historic arguments in the complicated NBC - 

Aired RKO attempts to swap Philadelphia and Boston stations 

were finally to be heard by the full commission last 

week. 



The argument has reached back to issues fought nearly a 
decade ago, when NBC finally managed to swap its Cleve- 
land outlets for Westinghouse' s Philadelphia stations 
WRCV-TV and WRCV. These had been, back in 1953, the 
property of the then independent Philco Corp. , since 
bought by Ford. 

For the three protagonists of the current Ctu 3 drama, 
NBC, RKO and Philco, Act I was launched by Justice 
Department. In the wake of a House Judiciary htfwl over 
NBC's alleged squeeze play, Justice d emand ed d ivest it ure 
of NBC's Philly stations . 

This roused Philco, now Ford-owned, to make a new play 
for its old Philadelphia channel, and the mud began to 

fly. 

FCC Enters FCC's Broadcast Bureau said NBC had no right to the 

Fray Philadelphia station renewal and the "ill-gotten gains" 

that would result therefrom. 

But FCC's Chief Hearing Examiner James D. Cunningham 
said the old Westinghouse swap was water over the dam. 
Overall, Cunningham said NBC's "runaway super iority" 
and great broadcast history gave it an easy win over 
a "bid by an automobile manufacturer." 
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Colt . 

R/TV 




'Spora&nr reps> station officials given promo plans 
for air coverage of Houston's National League team 
at second annual seminar hosted toy club executives 




/4 tense, Cbft ,4-T.v ttttream nf mdkrauti TV Hugh Oflm explaUix tw&fres&itmltm -boards 
iikm-tmbtg 'M prtmtaim amtpuigu. Helm?, smtlou &ffk-nhs kmr <li$nmimi erf plans. 



OpjlNiNC; J'firtius haw been made 
ta Houston lor promotion and 
advertising plans, of (he Colt, .45 
baseball outwork, with more than 
80 sponsors' ivprcscntatlvcs and 
station officials feted by officii! Is of 
the National league team at 2nd 
annual network-station seminar. 

The seminar featured the presen- 
tation of promotional guide-lines 
for 1964 for each of the 39 radio 
and TV stations comprising the, Colt 
.45 baseball web, and awards were 
given to six stations for their pro- 
motional activities during 1963. 

Kits for each station contained an 
outline of special events and, promo- 
tions, such as a "Miss Colt .45"' 
contest, various audience participa- 
tions;, and boys:' baseball contests. 
Prizes include an all-expenses-paid 
baseball weekend in Houston, and a 
grand, prize trip to Btirope Or Mex- 
ico. Other components of the promo 
kit, all featuring the individual sta- 
tion's caJl letters, were taped pro- 
motion spots, newspaper mats, 
counter card's, pocket schedules, 
and bumper strips. 

Four radio, and two TV station 
awards for outstanding perfor- 
mances On the Colt .45 radio, and 
TV networks were presented by 
Colt president Judge Roy Hofheinz. 

Two of the four radio awards 
were eopped by KPRC Houston, 
one for ^Outstanding handling of 
radio broadcasts as the flagship 
station for the 20 English-speak- 
ing stations involved in the radio 
web/' Jack Harris,, vice president 
and general manager, accepted. 
KPRC's second award was for 
morning personalities Tim Nolan 
and Bob Byron for "unique and 
original promotion of baseball." 

Jack Timmons, commercial man- 
ager for Shreveport's KWKH, re- 
ceived award for top promotion job 
by a 50-Jc-w station; the same award, 
but to & station of 10 kw of under, 
went to KSIX Corpus Christi,, ac- 
cepted by Charles Manning, com- 
mercial manager. 

TV honors to KTVT-TV Ft, 
Worth, for outstanding promotion 
of major league telecasts, and Hous- 
ton's KTRK-TV for outstanding job 
as flagship for the TV network of 
six stations were accepted* respec- 
tively, by Crawford Rice, assistant 
manager, KTVT-TV, and Howard 
Finch, KTRK-TV program. ■ 
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You wouldn't hire just anyone 
to host your jazz show. You'd 
find an authority to get inti- 
mate with 2,000,000 jazz-loving 
Southwesterners. Realizing noth- 
ing endures but personal qual- 
ities, we sought that certain 
touch for "THE JAZZ SHOW". It's 
different. Host Dick Harp makes 
it different. He's the Southwest's 
true authority, having devoted 
more than 20 years to jazz . . . 
owner of the fabled "90TH 
FLOOR" hangout for jazz buffs 
...producer of classic jazz 
albums. Harp presents modern 
jazz music, discussed in lay- 
man's terms and capped by 
interviews with top artists. Three 
nights a week, WFAA presents 
the Sound of the Southwest on 
THE JAZZ SHOW... we'd be 
happy to slip in a spot or two 
for you. Call Petry for details. 
It'll give you that Quality 
feeling, too. 
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PUTTING 'CHARACTER' 
INTO CAR SALES 



Voice and print caricature for southern colonel type 
aids Chevy dealer sell automobiles and coordinate ads 



Colonel Curry, a lovable old 
character known to millions of 
New Yorkers as the world's cham- 
pion Chevrolet salesman, was con- 
ceived at Fifth Avenue and 46th 
Street, born in Old Greenwich, 
Conn., and baptized on Broadway 
at 133rd Street. 

It all started in the early part 
of 1954 with a change in adver- 
tising agencies. 

It seems that Bernard F. Curry, 
Jr., the ambitious president of 
Curry Chevrolet, wanted to try ra- 
dio as an advertising medium. But 
the agency he had been using 
lacked radio experience. 

One of Curry's Connecticut 
neighbors, however, was radio rep 
Fred Neuberth, who knew of a 
fledgling, one-man agency called 
Albert A. Kohler Co. Al Kohler 
had had extensive experience in 
radio, gained from supervising the 
very active R&H beer account in 
the late '40s. (At that time, R&H 
was a heavy user of spot radio 
throughout the northeast, plus spon- 
sor of the Boston Blackie show live 
in New York). Kohler had also 
been a TV pioneer, helping to de- 
velop many of the mechanical ad- 
vertising techniques used on video 
today. 

It sounded good. So Bernard 
Curry took his neighbor's advice 
and signed on with the Kohler 
agency. 

The year 1954 started very mod- 
estly for Curry Chevrolet in ra- 
dio. The total radio budget for 
March, for example, was only 
$689. The little that was used was 
used effectively, though, so that 
the budget increased periodically by 
small amounts. By the end of the 
year, Curry Chevrolet was using 
four or five stations in the area 
and Al Kohler's one-man agency 
was busy planning the 1955 cam- 
paign. 



Meet Colonel Curry 

whose little Colonels make 

"New York's best car deals" 



The recommendation for Curry 
Chevrolet's radio programming was 
based on a traditional buy for that 
time — personalities, news and 
sports. Among the personalities 
carrying time for Curry were K]a- 
ven & Finch on WNEW New 
York. Their zany but effective de- 
livery of Curry copy made them 
favorites with client and agency 
alike. 

But it wasn't until February 1955 
that Gene Klavan, in an inspired 
moment, first started talking like 
a crafty old southern colonel. That 
was the beginning — in WNEW 
studios at Fifth Avenue and 46th 
Street — of a characterization that 
ultimately became Colonel Curry. 

Both Bernie Curry and Al Koh- 
ler had heard that first delivery. 
Curry was pleased with Klavan's: 
colonel and Finch's straight-man 
counterpoint. To adman Kohler, 
however, it was the beginning of 
what ultimately became a miUloit- 
dollar corporate image. A former 
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Srfoohkt (Time mag- 
azine in 1946 called him *'an in- 
veterate daEwfler**), Kohler eouldft't 
feskt putting down ©ft paper an 
image of the Colonel he heard on 

and tarffiii josslhilities if Colonel 
Cftrw wm as immediate as it was 

A quick call to Klavan proved 
tMt <3*ae would. Be -deligted fo 
Mm his Ml@»Sl tepme perman- 
ently idttttjfgil with Curry Chevro- 
let, and Kohler took off for the 
Curry showroom®, at Broadway and 
123rd street whers hi fifttlined hfe 
idea* to the sf OhsOr 8 Btrnie Curry 
Mtttely put hk adfertMng maney 
Qft, Ihe COlOPe! and the rest is now 
advertising history. 

Ml radio copy was .immediately 
slanted to fee chatacter^ and fee 
Hi* ftewspapef ad featuring Colo- 
nel Cnrff m carfoaas appeared 
in fee em-M$mt Pvtfo Mirmr 
Mmh 11, If If, The ciaricatnre of 
fee cploiael was. the original sketch 
that Kohler made that first day he 
heard; fee Klavan & Finch broad- 
icaft. 

In gratitude, fee first newspaper 

my 



ad atM a Mali- that Tead, 

tfft ta CMonel Curry every morn- 
ing wife Klavan ■&. Fine/h on 
\#jigtV — liM on your dial'*' 
It lasted, only one inlf rfipn* 

Pawl 3&, nm 



evif, when it looked! as though 
Curry Chevrolet would be charged 
national rates for funning radio 
copy in feiiF ads! 

By Dfcemteer, Curry's radio 
budget; exceeded $10,000 a month, 
spent on. fee top seven stations in 
Sew York. The Colonel appeared 
recorded on all stations hut WftBW, 
where Klavan & Finch continued 
to carry him live, delivering cat- 
"buyers to shwrooms in Manhattan 
and Hempstead at a fantastic 
rate. 

Gene Klavarfs colonel had 
quickly captured fee fancy of the 
public, young and old. Car buyers 
asked to see fee colonel in order 
to make deals, and kids on fee 
streets were wearing Colonel Curry 
buttons and singing fee Curry jingle, 
a take-off on George M. Cohan's 

After fee peak car sales year of 
19 15, Curry advertising was cut 
back somewhat, Nevertheless,, the 
colonel continued to appear in all 
Curry advertising, as he does to 
this day. He's helped fee sponsor 
to grow and diversify, especially 
into the rapidly burgeoning area of 
oar rentals. And a sister firm, The 
Curry Corp,, will today lease al- 
most anything you need for busi- 
ness or pleasure, from office equip- 
ment to a canal dredge ift the Flor- 
ida Evstglades, from a Computer to 
a large yacht temefly .owned by 
the A&P heir, Huntington Hart- 
ford, For its part, Curry Chevrolet, 
has a new headquarters and show- 
room in Searsdale, plus a 4-acre 
sh;0»ro&m, and service center in, 
Yorktown Heights, as well as 
their Hempstead location for Long 
Island service. 

Even Kohler's; One-man agency 
has Joined fee expansion, While it 
still handles a good chunk of fee 

Curty account after 10 years, it 
n&W h.M total billings of" about 
f?50,0000 — and a mne-man staff. 

lest of all, after a four-year ra- 
dio hiatus, the Colonel recently re- 
turned to WHEW" wife Klavan & 
Finch — almost nifte years to the 
day from his beginning. With typi- 
cal aplomb,. Gene Klavan stepped 
up to fee microphone and took up 
where he had left off. And by 
the week*s Cftd^ Car buyers were 
again storming Curry showrooms, 
irig to talk with the Colonel 

in 




It would be readily apparent to 
you that the spectacular golf 
shot is not always the bread and 
butter shot. The ability to sink 
putts consistently inside 6 or I 
feet Separates the pro from the 
amateur. And, so it is with sports 
reporting. On 820 RADIO, sparts 
is a vital part of the 90-minute 
NEWSCQPE drive tirrre report in 
the mornings, including three 
completely updated segments, 
plus two more on 820 REPORT 
In the afternoon traffic comple* 
from 40Q « Si3{J P.M., as well 
as on-ibe-scene beepers through- 
out the day from wherever the 
action takes place. Add to this 
some 40 football broadcasts (col- 
legeand high school) eachseason, 
plus other special events, and the 
impact of network's Joe Garagi- 
ola and the Suuthwesl's Charlie 
Jones. In the Southwest where 
sports is of prime importance, 
we don't flub the short putts. 
We provide that Quality Touch 
that produces winners. Want it 
for your client in the Dallas-Fort 
Worth market? Call Petry! 






THE SOUND OF 
THE SOUTHWEST 

eommtinfcatiGns Center — Dallas 
/ Broadcast services of the Dallas 
Morning News / Represented by 
Edward Petry & <5tf„ illC, 
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Radio travel show 
puts FM outlet on map 

Pittsburgh-area indie WYDD wanted a 
travel series, built its own — and found 
itself with a syndicated property. Cap- 
sule show ranges from Japan to Mexico 





Entering the program syne 
tion field, if you're not a sea- 
soned professional, is generally as 
risky as entering a Bagdhad rug ba- 
zaar wearing a Harry Truman shirt 
and a festoon of camera gear; you'll 
be lucky to emerge with your shirt 
on your back, let alone your bank- 
roll. 

But Horatio Alger- type stories 
do happen in the syndication busi- 
ness, and one of them is happening 
now to the young broadcaster who 
serves as general manager of Pitts- 
burgh-area independent FM outlet 
WYDD, Nelson Goldberg, Here's 
the story: 

A little more than a year ago, 
Goldberg put WYDD on the air 
with a news-features-music sound 
designed to catch the ear of listen- 
ers who wanted something other 
than heavy-heavy classics, teenage 
rock tunes, mid-road "good" music,, 
or the common-denominator appeal 
of TV. Goldberg programed such 
things as nighttime dramatic shows 
(from BBC's library), authoritative 
jazz shows (he used to be a live- 
jazz impressario), classes in Espe- 
ranto, boat and ski reports and 
direct coverage of the United Na- 
tions. 

Not a few broadcasters in the area 
thought Goldberg was some kind of 
nut, but the station began to make 
a quick dent in the area's FM 
market (at least one-third of the: 
homes in Pittsburgh have FM or 
AM/FM sets). Then, Goldberg 
started on a new project. 

What Pittsburgh radio needed,, he 



so 



spoNsei 





'7ime af !Mf»rtui : B"" is cmrffimmi by staff at Wf DD, Pittsburgh': (I ta r.j, 
wgn, Bab Tame WVD-D's N&hwt GaMMrg; staff wrtm- Norma Sams 



decided,, was a daily travel-hews 
stec Since h:e bad budgeted weeMy 
program expenditures da the station' 
at wet $1,000 — high for an FM 
MffMndeM — he did Ms shopping 
'fitm fit the* syndication market. 
ThMt- was no series available; that 
met his spedficatkim for a shotf- 
lengtb feature sbowu So, be decided 
to produce bis own. 

Thus; -was born Twig of Depart- 
t<re, a vlgnette'-type show In a live- 
minute length scheduled at the rate 
of' li weekly. To gather and prepare 
rWatferftl ft* the .drew, WYD» in- 
vested in a production staff for the 
show, and began to tape episodes 
geared to a basic pattern of saluting 
a different country, city or resOrt 
each, week. As often as possible, 
WYM3 staffers went to the actual 
locations,,, and did the shows on the 
spot. 

IpottsDis began to climb on the 
station's bandwagon, including in- 
ternational carriers like BQAC, 
Iberia and J apan Air Lines — none 
of which have: scheduled landings 
in Pittebufgh,, but which seek Pitts- 
burgh business sia interconnections. 
Listeners response was immediate, 



and the show quickly developed a 
strong mail pull 

Then, something began to happen 
on its own. Goldberg began to get 
requests from out-of-town stations 
for tapes of the show, and queries 
front radio: outlets as: to its syndi- 
cated availability. 

The message was dear enough. 
Goldberg,, this spring, pulled the 
program's story together in a; small 
brochure, and mailed if to a group 
of stations as a test He drew IS 
strong-interest replies in the first 
week, with more still coming in. 

Now, WYBD and Goldberg are 
standing ott the threshold of major 
radio syndication with Time of De- 
parture, Meanwhile, he has show- 
cased it in New York to a select 
list of clients and agencies in the 
travel field (an international hotel 
chain, three large airlines, an Inter- 
national credit-card plan, several 
major travel associations, etc. ),, and 
Ms been discussing possible multi- 
market sponsorship deals. 

Says Goldberg of the station's 
new syndication, role: "tt's nice to 
know the do-it-yourselfer is, still in 
the picture. ■ 



Sales gains scored 
in foreign TV deals 

New emphasis is being, placed #n 
foreign TV syndication, which (At- 
tn bu tors today estimate can be 
worth 29% of the total per-prograni 
prices: received for syndication prod- 
uct in the U. S. 

A monetary yardstick was pro- 
vided most recently by William 
Morris Agency, talent representa- 
tion firm which handles the foreign 
TV sales of a number of producers 
whose packages it represents in 
network sales in the U. S. For the 
season so far, WM's Leonard 
Kramer reported, sales have, topped 
the $3 million mark. Three of the 
series sold to foreign buyers — 
Tycoon, starring Walter Brennan; 
Living Doll, produced by Jack Cher- 
tok; and Gomer Pyle, starring Jim 
Nabors — won't be seen hy U. S. 
viewers until the start of the 1964- 
65 season. Foreign markets involved 
in WM sales include Australia, 
Canada, Sweden, Finland, Iran, 
Philippines, Japan, Germany, Den- 
mark, Belgium, Switzerland,, France. 

Just how extensive an established 
foreign syndication business can be 
was charted recently by NBC In- 
ternational, which bronghf its 
foreign sales representatives together 
in. New York for a briefing on new 
product. NBCI now sells program 
segments — film series, news 'serv- 
ices, documentaries, etc. — to 
"more than 200 stations in 70 
countries," claims to have supplied 
"more than 25.%" of the non-Com- 
monwealth programming used on 
British TV. 

Triangle adds Stamler 

Joseph Stamler has joined Tri- 
angle Program Sales as an account 
executive. His most recent position 
was gene r a 1 
manager of 
WABC-TV New 
York, where he 
had also served 
the ABC flag- 
ship outlet as 
sales manager 
and account ex- 
ecutive. Before 
Stamler ^ 1 1 association 

with A B C, 
Stamler had been a sales execu- 
tive for WHN (then WMGM) Hew 
York 




fflawh 30, 19*4 
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ADVERTISERS 

Ray T. Gutz promoted to the new- 
ly created position of executive vice 
president, True Temper Corp., 
Cleveland. Maret expansion, new 
plant construction, and new and im- 
proved product development neces- 
sitated new post. 

Gerald C. Shappell joined the 
Simmons Co. in the newly created 
position of national merchandise 
manager, announces John W. Hub- 
bell, vice president in charge of 
merchandising and advertising. 

Haskell C. Titchell elected secre- 
tary of Bulova Watch Co. He has 
been with Bulova for 20 years and 
is its director of public relations. 
This follows appointment of Sol E. 
Flick, formerly vice president and 
secretary, to executive vice presi- 
dent. 

William R. Baker, Jr., honorary 
chairman, Benton & Bowles, re- 
elected chairman of the board of 
the Advertising Council for a second 
term. He will serve as chief execu- 
tive officer of the public service or- 
ganization until March 1965. Seven 
new directors also added to the 
board are: Clay Buckhout, vice pres- 
ident, Time, Inc.; Anthony DeLor- 
enzo, vice president in charge of 
General Motors Corp.; Monroe 
Green, vice president, New York 
Times; Arthur Hull Hayes, president, 
CBS Radio; Harold Neal, president 
of AM-owned stations, ABC; Hen- 
ry M. Schachte, vice president and 
director, J. Walter Thompson; Wil- 
son A. Shelton, executive vice pres- 
ident, Compton Advertising. 



AGENCIES 




Lavenson 

membership 



James H. Lav- 
enson, president 
of Lavenson Bu- 
reau of Adver- 
t i s i n g, elected 
executive c o m- 
mittec chairman 
of the Young 
Presidents' Or- 
ganization, Wal- 
lace L. Shepard- 
son elected 
committee chairman. 



Shepardson is president of Chirurg 
& Cairns, Chestnut Hill, Mass. YPO 
is an educational organization com- 
posed of 1,850 members who be- 
came presidents of sizeable com- 
panies before the age of 40. 

Robert M. Capeloto joined the 
Seattle office of Doyle Dane Bern- 
bach as an account executive. 

John L. McCormick appointed 
copywriter at Sudler & Hennessey. 
He was formerly with Ted Bates. 



Donald B. Mil- 
ler elected exec- 
utive vice pres- 
ident of the 
R u m r il 1 Co., 
New York. Op- 
erating out of 
RumrilPs Roch- 
ester office are 
two new senior 
vice presidents: 
Charles N. 




Miller 



Gleason, treasurer and supervisor 
of industrial advertising; Gene No- 
vak, creative director. 

Joseph S. D'Aleo from Sydney 
S. Baron to Robert S. Taplkiger, 
public relations counsel, as finance 
specialist. 

Ted Fortin, formerly with Gray & 
Rogers, Philadelphia, to Kudner, 
New York, as copywriter. 

Dorothy Sieburg appointed media 
coordinator for Herbert Baker Ad- 
vertising, Chicago. Miss Sieburg 
formerly was administrative assist- 
ant to Herbert Baker, president. 

George E. 
Ha mm to Len- 
nen & Newell as 
senior vice pres- 
ident and man- 
agement account 
superv i s o r on 
Stokely - Van 
Camp account. 
L&N also an- 
nounces promo- 
Hamm tion of three me- 

dia executives to vice presidents: 
Morton Keshin, media department 
manager; Joseph Kelley and Martin 
Narva, group media directors. All 
three will report to media director, 
Herbert Zeltner. 




Richard Lawrence Scherzer 

joined Grey Advertising as director 
of personnel planning and develop- 
ment. He heads all personnel func- 
tions, including the college recruit- 
ment and account management, me- 
dia and creative development pro- 
grams. 

John B, Wright bas joined Do- 
herty, Clifford, Steers & Shenfield 
as an account executive. He was 
formerly with L. W. Froiich & Co. 

Bud Cole has been appointed 
manager of the radio arid television 
programming department for Camp- 
bell-Ewald's Hollywood office. He 
joined the agency in 1959 as a tv- 
account executive on "Route 66" 
and "My Three Sons" sponsored by 
Chevrolet and "The Tom Harmon 
Show" for the Delco Div. of General 
Motors. 

Alfred J. Sturm, formerly with 
Lever Brothers, named vice presi- 
dent and director of Research at 
Fuller & Smith & Ross. 



Alfred L. Howard and Elliot W. 
Reed rejoin Grey Advertising as 




Howard Reed 



vice presidents. Howard, now a cre- 
ative supervisor, was with William 
Esty; Reed, an account supervisor, 
returns to Grey from Lennen & 
Newell. 

John E. Devine has been named 
account executive on Herculon, ole- 
fin fiber by Hercules Powder Co., 
for Fuller & Smith & Ross, New 
York. 

T. L. Stromberger, FSR senior vice 
president, western region,, announced 
the appointment of H, H. (Sandy) 
McGowan, as production manager 
in the San Francisco office of Fuller 
Smith & Ross. 

Donald H. Cole, Jr., manager of 
the Montreal office, BBDO, named 
vice president. He came to BBDO in 
196 1 from Kenyon & Eckhart where 
he was supervisor in the marketing 
department. 
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lyle D. Qurnrn 

elected president 
of t h e Financial 
Relations Board, 
national finan- 
cial public rgj.av 
lions agency. He 
succeeds L e e 
Schooler, elect- 
ed th a i r no a n 
#f §i£ Ijoard. 
©u«iifi g tifDffl has 

served, as executive fice president 
of the agency and director of its 
pffdftteiior tjusiness for the past 
eight, fiats* 

Larue 1 Cleveland, Detroit, an- 
nounce the appointments of Ed ward 
M, Smith, and James A. Lodge to 

the taaM of directors and yieg pres- 
ident,, respectively.. 

Rojpr Sftewens appointed office 
manager of Knox Reeves Advertis- 
ing, to. W& he was elected man of 
the year by the Minneapolis Sales 
Lxecufives 4 ' Club and presented tie 



Matrs Trophy, 




Hubbard 



Themes B. 
Hubbard elected 
chairman of the 
executive com- 
mittee, Wesley* 
AssMti.es and, 
i t s divisions,. 
Mann - Wesley, 
fee. ;. Mann-Wes- 
ley:,. §v A, -Gen- 
eva, Wendell P. 
Colton Co.; and 



the TtanseOm Co. pnMic relations. 

Rkhard M. Brown joins Boston's 
ffeRfll Cabot & Co, as account ex-, 
eeutivei He previously was with 
Confectionery Co., Cambridge, 
Ma^s-j most recently as director of 
&d«fti«g and promotion, 

T rtttrm r <©•► 
Wn&dmm,, ifee 
president and 
managing direct 
tor of the Tor- 
onto office of 
Ytoaag & Ruhi- 
eam, has bean 
sMfted to tire 
agency's L o s 
Angeles office as 
liftriBrtn account snper- 
visor. .Replacing him at Toronto is 
Bobb Chancy , who leaves BBDO, 
where he has been a v.p.^ director 
of business development and assis- 
tant to the president. Goodman has 
been with Y&R since joining it as 
a contact man In Toro nto !n 




Lippineott & Margulies foas ap- 
pointed as vice presidents William 
M» En ok, Burton At Reavis, and 
Jack E We Her, all of whom will be- 
come members of the plans review 
board which is the management 
group responsible for directing all 
client projects. Ennis and Rcavis will 
be account supervisors in their now 
posts, while Weller will continue as 
associate director of communica- 
tions planning, and have a large 
share of responsibility for the de- 
velopment of communications proj- 
ects. 

John Heron, Jr., formerly an ac- 
count executive, named vice presi- 
dent of Gann Ad vert i singin Seranton. 



W a I l a c e T. 

Drew joins Len- 
nen & Newell as 
senior vice pres- 
ident and man- 
agement account 
supervisor o n 
the Warn e r- 
Lambert Phar- 
maeeaitieal ac- 
count. He will 
have overall 




Drew 



responsibility of the account, includ- 
ing the Richard Hudnut and Du- 
Barry line of cosmetics, Giro per- 
fumes, and Sportsman toileteries. 

Hofeerf N. Sullivan, president, 
Daniel F. Sullivan Co.. Boston, an- 
nounces appointment of John % 
Lawlor as media director. For the 
past 13 years he was media director 
of MeCann-Eriekson, Boston, Dur- 
ing this time he was responsible for 
coordinating the Coca-Cola Bottlers 
account throughout New England 
and upper New York 

John F. Bwtgln and Ralph C. Rew- 
casle, both vice presidents and as- 
sociate creative directors of BBDO, 
eleSted to board of directors. Both 
men joined BBDO as copywriters; 
Bergin in 1950 and Reweastie in 
1' ' w 



Gary La Pore 

named market- 
ing director of 
Riedl & Freede 
A d v e r t i s- 
ing, Clifton, N. 
J 1 , He previously 
was head of the 
agency's Los 
Angeles office, 
and prior tD that 
Mad been associ- 
Daneej-Ftegerald-Sample 
Gardner Advertising. 





La 

ated wit] 
and wil 



! , rf , 



Sunny ties up what the 
"SunsWite State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET.'' 

WSlDSTs home county has 
the nation's highest incidence 
of auto ami stock ownership,; 
brain ptrwex industries; high 
discretionary income . . , 
Florida's 2nd market should he 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 



WSUN 

TELEVISION - RADIO 

T A ^1 PA - ST. RET ERS B U R© 

Soft. Rep: V€NA*D, TORBET & McCQHREll 
S. '6. Rep: JAMES S. AVERS 



MSHW 



FLORIDA'S 
CHANNEL 



ORLANDO • DAYTONA • CAPE KENNEDY 




Brakefield 

member of the 



TV MEDIA 

Richard D. Atchison promoted to 
sales manager, KABC-TV Los An- 
geles. 

Phyllis R. Doherty, press relations 
director, Boston's WNAC, WNAC- 
TV, and the Yankee Network, re- 
appointed for the college year 1964- 
'65 as associate in advertising and 
publicity at Simmons College it was 
announced by William E. Park, 
president, at a meeting of the exec- 
utive committee of the corporation. 

Arthur R. Hook promoted from 
program manager to station man- 
ager of WTTV Bloomington-Indian- 
apolis. 

Charles W. 
Brakefield, gen- 
era] manager of 
Cowles - owned 
WREC-AM and 
WREC - TV 
Memphis, elect- 
ed a vice presi- 
dent of Cowles 
Magazines and 
Broadcast- 
ing. As a new 
parent company's 
corporate officers, Brakefield con- 
tinues to manage the Memphis sta- 
tions. 

James H. Wood, Jr., and Greg- 
ory Harbaugh to WBAL-TV Balti- 
more as account execs concentrat- 
ing on new business development. 



RADIO MEDIA 

John Doolittle named W B B M 
Chicago press director. He previ- 
ously served as coordinator of 
WBBM's Helicopter Traffic Reports 
and will continue in this capacity 
during the morning rush hours only. 

Kenneth B. Lange elected vice 
president in charge of sales of Radio 
Denver, Inc., parent company of 
KTLN. He was formerly general 
sales manager for the station. 

Virgil V. Ev- 
ans, Jr., elected 
vice president of 
W C S C, Inc., 
Charleston, S. C. 
He has been na- 
tional sales man- 
ager and assist- 
ant manager of 
WCSC-TV, and 
before that was 
Evans managing direc- 

tor of WBT Radio. Charlotte. 




Lee M. Vanden-Handel appointed 
national sales manager of WABC, 
New York, effective Apr. 12. He 
will act as liaison with Blair Radio, 
national representatives for WABC. 

Ronald Ostrow appointed man- 
ager of ABC's data processing dept., 
announces Martin Brown, treasurer 
American Broadcasting-Paramount 
Theatres, and vice-president, ABC. 

F. N. Sutherland, deputy chair- 
man and managing director of the 
Marconi Co., has accepted invita- 
tion of the Council of the Electronic 
Engineering Assn. to become its 
president in succession to O. W. 
Humphreys. He is currently a radio 
industry representative on the Post- 
master General's Television Advi- 
sory Committee and a member of 
the Board of Governors of the 
University of Essex, to be opened in 
Colchester this autumn. 



SYNDICATION 

Gates Radio Co., subsidiary of 
Harris-Intertype Corp., announces 
organizational changes: Eugene O. 
Edwards promoted to manager, 
broadcast sales; Edward S. Gagnon 
named manager, product marketing;! 
George Yazell appointed manager, 
customer services. 

Richard S. Boaz moves from Col- 
gate-Palmolive to Marketing Eval- 
uations, Manhasset, L.I., as general 
manager. Also joining Marketing 
Evaluations as account service man- 
agers on Product Q and Media O 
services are Robert Schnee, George 
B. Maniscalco, and Sheldon Brooks. 

Bill Wood BeH 

appointed exec- 
utive producer 
of Stars Interna- 
tional Produc- 
ers, division of 
Ullman Musi- 
Creations. Bell is 
su pervising all 
Hollywood - or- 
iginated produc- 
tion of LJllman's 
six basic audio services for radio 
broadcasters. 

Dallas N. Barnard appointed west 
coast sales representative for Visual 
Electronics Corp., in which capacity 
he will assist Alfred M. KaUman, 
Visual's western division manager 
of Hollywood. Barnard comes from 
Schafer Electronics, Burbank, which 
he served as national sales service 
manager. 
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raiiw spots pitch 
a hip market 
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tv 




WHOSE READERS ARE ORDERING REPRINTS 
AT THE RATE OF 150,000 PER YEAR? 



SPONSOR'S readers, that's whose! 



That's the editorial force of 




the happy medium between 
buyer and seller' 




Here's Jahfl. Paid at hie best — 
ptfl His three fisftwile &gr#dieftts 
for a fMefstsfuT motion picture; 
.Battle, ttrsivado and John W®yn©. 



Running time: 
119 MINUTES 
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